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“Electricity . . best hired man” . . Babcock & Wilcox. Page 120. 
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ENGINEERING ANO 


MINING JOURNAL 


HERE’S WHY THERE WILL BE A CONTINUED 





INCREASED DEMAND FOR MINING MACHINERY AND SUPPLIES 





Minerals are essential to our kind of civi- 
lization. 

Although there may be changes in the 
pattern as between one mineral and another or 
one mine and another, the general level of per- 
capita mineral consumption is rising steadily 
and will continue, both domestically and world- 
wide. 

Population, both domestic and world, is 
on a rising trend which is expected to continue 
until at least 2000. Thus, total use of primary 
minerals will rise more steeply than per-capita 
increases. 

Mining is a hard-wear industry. 


Equipment needs of mining mount even 


There is no major industrial market in which a single 
publication has such an unquestioned and unparalleled 
leadership as ENGINEERING AND MINING JOURNAL enjoys 
in the mining industry 


faster than the demand for the products of mines. 
Depending on ore of steadily declining grades, 
the industry must handle more and more tons 
of rock per ton of product. 

The long term trend of greater invest- 
ments in equipment per worker continues to be 
aggravated by high wage demands and disin- 
clination to perform the arduous work inherent 
in mining operations. 

The markets for manufacturers who serve 
mining are geared primarily to the tons of rock 
handled ... 


toward mechanization and the high level of new 


augmented by the continued trend 


investments that an industry must make which 


constantly depletes its resources, 


ENGINEERING AND 
MINING JOURNAL 


A McGraw-Hill Publication 
330 West 42nd St., New York 18, N. Y. 





From an Original Stone Lithograph by Henry E. Winzenried 


The Greatest Purchasing Power The World Has Ever Known 
Appreciatively Envisions The Scope And Service 
Experienced By Use Of Thomas Register 


For many years Uncle Sam has given Thomas Register a Contract at regular subscription rates... 
exclusive in its field)... for one or more copies of each edition for substantially every important government 
procurement office. It has also forwarded T.R. to all Consulates and other important government trade 


igencies throughout the world. Over 1200 copies of the current 1951 edition to U.S. Government alone. 


Yet, this vast purchasing potentia: uses only a fraction of the total T.R. edition, 95% of which is 
subscribed to and paid for by important private industry representing, in addition to the enormous 


government buying, more than 60%e of the total industrial purchasing power of all U.S. private industry. 


THOMAS REGISTER 


The Encyclopedic Buying Guide 


THOMAS PUBLISING COMPANY 
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Here’s the Place 
to Swing Your Sunday Punch 


warm A 


Highly regarded, kept throughout the year, re- 
ferred to time and again as buying decisions are 
being made . . . AMERICAN ARTISAN’s Direc- 
tory Issue is vital to every manufacturer who has 
a stake in the “warm air” field. 


Bear in mind that this Directory is in the hands of 
dealers, contractors, wholesalers who do annually better 
than 80% of the market's total business that it’s the 
ONLY reference— published at the start of each year 


which gives complete source information 


Every product the field uses is listed alpha- 
betically; who makes these products; trade names. 
Advertisers are prominently identified—references made 
that more complete data can be found in the manufac- 


turers’ own sales promotional material 


January 1952 ARTISAN will be the 18th Annual 
Directory Number a Buyers’ Guide long estab- 
lished, and eagerly awaited by the ARTISAN'’s entire 


reader-audience of KEY organizations. 
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It will, aside from the Directory feature, carry our 
standard editorial content — pertinent articles and 
timely news such as has made AMERICAN ARTISAN 
the only publication in its field of sufficient reader 
interest to remain 100% PAID. 


FLEXIBLE -——- TO MEET YOUR NEEDS 


Here’s the logical place to swing your Sunday 
punch! — insert your complete catalog, use a spread, or 
more pages if necessary, plan on color to accentuate 
your product story . . . 


And NOW is not too early to make your space com- 
mitment, if you are to have a choice position in this 
most important business book. 


KEENEY PUBLISHING CO. 
6 N. MICHIGAN, CHICAGO 2 
Air Conditioning Headquarters 


Also Publishers of Heating, Piping and Air Conditioning 





Industrial Marketing 


For contents of previous issues of Industrial Marketing, consult the Industrial Arts Index in the library. 
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Do distributors and dealers need more selling helps? . . | 
Which ad attracted more readers? . . ‘ 

How 20 advertisers use color inserts in business papers 
Cheap advertising dollars . . fact or fancy? . . 

Why audit trade show attendance? .. \\ 


Four things to know about cutting printing costs . . 








for 100,000 certified buyers © 


1240 ONTARIO STREET - CLEVELAND 13, OHIO 





ATi ya 
OS 


AN IDEA created by industrial 


advertising managers and agency 


we 


men who had a problem... 
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THE PROBLEM of reaching and pene- 
trating at reasonable cost the vast 
industry-wide market for material 


handling equipment. . 


rc 


ow... by using FLOW QUARTERLY (in 
addition to the basic monthly edition) — 
you can expand your sales by reaching the 
mass market for materials handling equip- 
ment — an estimated 100,000 plants, mills, 
factories — the country’s industrial and 
commercial backbone — which in aggre- 
gate buys gigantic amounts of materials 
handling equipment of every type and size. 


In addition to the 27,000 circulation of the 
basic Flow issue, this completely new tabloid 
size magazine will reach a list of plants hand 
picked by the nation’s leading distributors 
of materials handling equipment. These 
plants are not included in the category of 
‘large user’’ plants receiving the basic FLOW 
monthly issue . .. yet they are worthwhile 
sales prospects. This vast, untapped market 
of carefully rated and authenticated plants is 
now available to advertisers in one single 
medium — the FLOW QUARTERLY. it will 
be issued in January, April, July and Octo- 
ber of every year. This new FLOW QUAR- 


ere 2° 
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= 
.a@ market consisting of an esti- 
mated 100,000 plants who buy the 
mass of material handling equipment 


of every size and type. 


TERLY list augments the basic FLOW list, gets 
in places not now reached by any materials 
handling influence. 


FLOW QUARTERLY is a roto-picture magazine 
slanted to the man who is not exclusively in 
“materials handling” . . . but who buys his 
materials handling equipment when it is 
needed. FLOW QUARTERLY will keep ever- 
lastingly at the job of educating these men 
to be ‘‘materials handling conscious’’ 
whatever their job may be, places adver- 
tisers’ messages in their hands just as 
they're needed. 


Flow basic issue and FLOW QUARTERLY have 
their circulations tailored to fit the special 
merchandising needs of this market. They 
give you regular, low cost contact with a 
vast, untapped source of business . . . back 
up your sales message by making even the 
smaller plants ‘materials handling con- 
scious’’, eliminate the need for costly over- 
lapping schedules! 


*Write to see the picture presentation ‘‘What's The Big idea?"’ 





Who Is The 


Domestic 
Engineering 


Dealer ? 


Chances are there is a Domestic Engineering 


dealer in your community 


He is the man who dominates the local market 
for plumbing, heating, appliances and air con- 
ditioning . whether for residential, com- 


mercial, institutional or industrial structures. 


He has added superior merchandising facilities 

to his acknowledged reputation for installation 

He renders a four-way function for you: sale, 

installation, service and guarantee 

He has unquestioned entree to your customers 
whether they be home owners, architects or 

executives 

With a year-round business, he has tremendous 

stability and financial strength His varied 

operation permits him to promote each line, 

aggressively, in season and in the most active 

markets 

He can sell your products through all market 

channels—new construction, remodeling, retail 

merchandising 

He is the super-outlet for mechanical equipment 

im your community 


He is the DOMESTIC ENGINEERING reader. 


Where Sales 


Sales are made where marketing and merchandising 
techniques have been developed to the specific wants 


and needs of the buyers. 


Domestic Engineering dealers best meet the needs of 


buyers (in plumbing, heating, appliances, air condition- 


ing) and, therefore, best serve you, the manufacturer. 


Che buying public wants a broad selection of products, 
well displayed and advertised. In the mechanical equip- 
ment field, buyers want objective counsel from the 
dealer. They want a dependable guarantee. They need 
(and usually must have) careful installation and assured 


service 


Get the BIG IDEA BOOK 
and Meet the Domestic En- 

gineering Dealer face-to-face! 
The new book, “2,000 and 1 Prize-Winning Ideas,” 
pictures and describes 44 different methods of mer- 
chandising 18 types of mechanical equipment for resi- 
dential, commercial, industrial and institutional struc- 
tures. The merchandising methods of 181 prize-winners 
in the All-Industry Merchandising Contest range from 
institutional advertising to cooking schools. The product 
lines include clothes washers, air conditioning, heating, 
kitchens, all major appliances, and specialties. 

You will want a copy of the “2,000 and 1” book for the 
forward-looking trend information it contains. Your 
sales and dealer organizations will want it for the 
wealth of sales and merchandising ideas it will give 
them. Order an “on approval” copy today. Please use 


the coupon. 





Are Made! 


Do you want your products to be sold by the dealer who 
meets this prescription? If “yes” then you want the 
Domestic Engineering dealer. 


Whether sales are your immediate concern or whether 
you are now in short supply, the most effective answer 
to your present and future distribution problems is the 
Domestic Engineering dealer! For, in the first case, 
he is the one dealer who — by virtue of proven business 
leadership, financial stability and merchandising success 
— is best fitted to take on your product, promote it and 
assure its acceptance in his community. In the second 
case, he is able to service your products properly and 
thus protect your good will until your production re- 


Wy 


turns to normal. He is the man who depends upon 
DOMESTIC ENGINEERING, month-after-month, for 
the vital management, merchandising and_ technical 
guidance that has brought him to his present business 
position. 

The Domestic Engineering dealer and the Domestic En- 
gineering reader are one and the same. In one sense, 
the Domestic Engineering dealer is a product of DO- 
MESTIC ENGINEERING Magazine. To reach the 
one you need the other. 

As the Number 1 publication in this vast field, DOMES- 
TIC ENGINEERING should also be your Number 1 
choice for a consistent advertising schedule. 


CONSULT YOUR 


Apverrisinc Acency 


DOMESTIC ENGINEERING 
1801 PRAIRIE AVENUE, CHICAGO 16, ILL. 


Send me, for free examination, a copy of your new book, “2,000 and 
1 Prise Winning Ideas.” It is understood that I may return the book with- 
out obligation, within ten days. After that you may invoice me for $5.00, 
the purchase price of the book. 


2. I may wish to distribute copies to my wholesalers and dealers. 
Please send me quantity prices. 


NAME 
TITLE 
COMPANY 
ADDRESS 
ZONE STATE 
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Seen at a ad 





AGAIN .. 
for the 
5th 


CONSECUTIVE 
YEAR 
the 


PAID 


CIRCULATION 
of 


CEP 


HAS INCREASED 
SPECTACULARLY 


... And that means an 
advertising message in 
CEP this year will 
REACH and INTEREST 
more than 15,000 men who 
direct and operate the 
CHEMICAL PROCESS INDUSTRIES 


—— @e——_- 


Chemical 
Engineering 
Progress 


120 East 41st Street, New York 17, N. Y. 
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letters 


tothe Editor 


®@ Address letters to: Industrial Marketing. 200 E. Illinois. Chicago 11. 


Stockholder consultant 
challenges IM article 


Your article 
Stockholders 
(IM, 


which was based on a 


8 TO THE EDITOR 


Survey Reflects the 
Indifference to Advertising,” 
Oct., p. 48) 
survey conducted by our organiza- 
tion, has been thoroughly analyzed 
take 


our interpretation of the statistics 


and we serious objection to 
in our survey 


We do not 
to the survey's question, “Do 


believe that the an- 
swe! 
you think the annual report should 
cover briefly the company’s adver- 


tising and sales promotion activi- 
ties?” which was 49 yes, 38 no 


and 13 
tion that the 


is an indica- 
stockholder 


to advertising, nor 


unanswered 

average 
is “indifferent 
as you imply a reflection upon the 
fforts of the advertising profession 
On the feel that the 


se stockholder not only 


t 
contrary, we 
real- 

the value of advertising and 
sales promotion activities, but, be- 
contact with 


cause Oi aimost daily 


in some form or another, is quite 
advertising and, con- 


little 


familiar with 


sequently, needs information 


oncerning it. It is purely a matter 
yf stockholder familiarity, not in- 
difference, and this we feel speaks 
the advertising profession 


further that, 


well for 
Your article states 
De spite the urgings of some adver- 
tising and public relations men for 
ore elaborate annual reports 
to catch interest and clarify content, 
the average stockholder reads . . and 
It is 


our firm belief that it is because 


inderstands all the reports.” 


of these urgings which have helped 
change the entire picture of corpo- 
rate annual reporting, that the aver- 
age stockholder of today is better 
able to understand the activities of 


the companies in which he has in- 
vested his money 

We feel also that the reference to 
regard to the 


“jazzier layout” in 


annual report is an _ unfortunate 


choice of words. The vast majority 
of public relations, advertising and 
shareholder relations organizations 
who have done commendable work 
in the production of annual reports, 
are striving, and have been for a 
number of years, to make the cor- 
porate annual report a sincere and 
coherent document of company 
progress and achievement 

There has been little effort on the 
part of these professional groups 
either to debase the purpose of the 
annual report or to make of it a 


‘slick 


reader 


production that dazzles the 
rather than intelligently in- 
forming him 

It is 
editorial staff made use of, and em- 


understandable why your 
phasized, the question on advertis- 
ing and sales promotion activities, 
even though it was only one of 50 
questions asked in the 
However, we of Reuter & Bragdon 
subscribe to the 


survey 
cannot general 
opinions and interpretations as pre- 
sented in the article 

Copies of our Survey on Share- 
holder Opinion are available to all 
readers of INDUSTRIAL MARKETING 
upon HENRY F. REUTER, 
Reuter & Bragdon, Inc., Pittsburgh 


request 


Agency's client says ‘no’ 
to bargain basement offer 


® TO THE EDITOR This card was 
received by our client, Helmco, Inc., 
Chicago, and passed on to us with 
an inquiry as to “exactly what does 
it mean?” 

Very frankly, we, too, wonder 





| PRACTICAL 
BUILDER 


“Woods EGtoriot- 





There is an old truism 

that you get out of something what 

you put into it. Applied to 

practical builder the reverse is true: 
You get out of it what we put into it. We put 
meat and meaning in every page. We help 
builders and contractors with their problems 


here-and-now. No canned copy; no slot-machine 


articles; no hammer-it-out-and-get-it-in 


routine. The magazine is fresh, vibrant, alive. 

It is geared and gaited to the industry it 

serves. Because it is edited by the men who own 
it. They put everything they've got 

into every page. That’s why you, Mr. Advertiser, 


get so much out of every page. 


.-. Of the light construction industry 





start 1952 cu this 
with te IMPORTANT 


The Necessary 2-Way Approach 
to a Big Essential Market 


To meet the challenge of National defense, industry is in the midst of a great expan- 
sion program. Before these new plants can turn a wheel, products for thousands of 
heating, piping and air conditioning systems must be specified, purchased, installed 
and operating. 

As existing plants step up production, thousands of heating, piping and air condi- 
tioning systems are being revamped, extended. Maintenance too, in the field of 
HP&AC, stands at an all-time high. 


Who will control this tremendously large volume of 1952 business? As always, 
it will be the engineers and contractors who regularly handle this type of work. 

On new construction, usually a consulting engineer, plant engineer and contractor 
must be sold. On expansions, alterations and maintenance, either the plant engineer 
or contractor, or both, are vital to your receiving an order. 

HP&AC offers this essential COMBINATION COVERAGE of engineers and con- 
tractors. No heating, piping and/or air conditioning job of consequence reaches com- 
pletion without being directly influenced by one or more readers of HP&AC. Thus 
no advertising program can be gauged effective without having HP&AC high up on 


its list of “must” papers. 


January ... «a Buyers’ Guide 
.. . Field’s Only Standard Reference 


Incorporated in each January HP&AC is a complete Directory — listing every usable 
product, every manufacturer serving the field, including all trade names. 


This Directory is the ONLY PLACE between two covers where engineers and 
contractors can find complete specification and buying information. It is highly 
valued — and KEPT by the KEY men who control purchases. 

This 1952 Directory issue of HP&AC is where your advertising will do a 12- 
months’ selling job . .. a terrific selling job, if you use sufficient space to tell a really 


dramatic story and catalog your entire line. 


in Circulation . . in Editorial Service 





IMPORTANT “4 
 Yanuuary Directory Number 


@ PUBLISHED ANNUALLY SINCE 1935 
@ ALL PRODUCTS LISTED ALPHABETICALLY 


@ ALL MANUFACTURERS LISTED ALPHABETICALLY 
@ ... AND INCLUDING ALL TRADE NAMES | 
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GOVERNMENT PLANT 
ENGINEERS ENGINEERS 


CONSULTING 
a ENGINEERS 





f CIRCULATION — Where it Counts Most 





We feel we can definitely help you in 
planning an effective, economical 1952 
advertising program for ou 
field. Without obligation, may we try? 
s in New York, Cleve- 


Angeles. 


r specialized 
¥ 


You can contact u 


land, Chicago or Los 


KEENEY PUBLISHING CO. 


AIR CONDITIONING HEADQUARTERS 


to Readers. . 
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in Advertising Volume. . . 





Milling Machines Lathes Shapers Planers 


a ; : Mu a a 
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Shears Drilling Machines Broaching Machines 


Screw Machines Die-casting Machines Presse: 
Forging Machines Special Machinery Broaches 
Special Tools Thread Chasers Gear Cutters Hobs 
Taps illing Cutters Reamers 
and Strip Steel Special Steels Alloy Steel 
Copper Aluminum Bronze 
Electric Motors Gears Chucks 
Speed Transmissions Flexible Couplings 
ols Pumps Paints and Finishes 
Cleaning Compounds Abrasives Lubricants 
Wire & Wire Products Grinding Wheels 
Measuring Equipment Testing Equipment 


Furnaces instruments Files 





_ Share of Metalworking’s 
-Dollar “Purchase Order” 


In 1952 the American metalworking industries will buy over 30 billion dellars worth 


of equipment, materials, parts and accessories. 


MACHINERY can help you get your share of this tremendous “purchase order” 
because MACHINERY guarantees coverage of the executives who are going to 


make the buying decisions in 1952. 


This concentrated coverage of buying power is achieved by a combination of paid 
circulation plus Directed Distribution. Under our Directed Distribution plan we 
conduct a continual country-wide census of key metalworking executives. Most 
of these men have long been subscribers to MACHINERY, but if we locate a man 
who is not — and who is definitely known to have purchasing authority — we send 
him a personal copy of MACHINERY every month. Approximately 20% of 
MACHINERY’S total circulation is Directed in this manner, the balance being paid 
subscriptions. In order to insure the high quality of our Directed Distribution, we 
require that every recipient request continuance at six-month intervals — twice as 
often as the average paid subscriber renews his subscription. The fact that over 


90% of them do, is highly indicative of their opinion of MACHINERY'’S usefulness. 


Get your share of metalworking’s multi-billion-dollar purchase order by using 
MACHINERY to carry your message to the metalworking executives who are actual- 
ly going to do the buying in 1952. The Industrial Press, 148 Lafayette Street; New 


York 13, N. Y. 


The Monthly Magazine of Engineering and Production 
in the Manufacture of Metal Products 


Washers 
November 195i /13 
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Stretches 


Advertising 


Dollars 


Your promotion money always 
goes further when it’s used to 
buy space advertising in PLU MB- 
ING & HEATING BUSINESS. 

One big reason is that PHB is 
the largest-circulation magazine 
among all the audited papers 
in the field, has the lowest unit 
rates, and has highest proved 


readership. 


But PHB services stretch adver- 
tising money even further (see 
booklet shown above, and type 
column at left). 


Try PHB in 1952—for quick 
results, sure; but also to build 


a sound foundation for a per- 
ee, 


manent market. / <— 
= 


“ your marketing ally” 


Grand Central Terminal Bidg., New York 17, N. Y. 


Letters to the editor 


sontinued from page & 





“exactly what does it mean?” We 
are sending it along to you since 
both INDUSTRIAL MARKETING and the 
publishers representative associa- 
tions, such as Associated Business 
Publications and National Business 
Publications, might also be inter- 
ested in an agency with the type 
of operation described on this card 

JAMES £. sHROUT, Shrout Asso- 
ciates, Chicago 


[Pen ny postal card, typed in red ink, 


reproduced in type below ED] 


Will reprint editorial 


® TO THE EDITOR The editorial 
captioned “Stop Waste of Publicity 
Material” in your October issue ex- 
presses our sentiments so perfectly 
that we should like to reproduce it 
and send it to the business papers on 
our regular news release mailing 
list 

May we have your permission to 
use the editorial in this manner giv- 
ing proper credit, of course, to IN- 
DUSTRIAL MARKETING? HAL BRUN- 
NER, advertising and industrial press, 
Allis-Chalmers Mfg. Co., 
kee 


Milwau- 





Herbert A. Yocom .. | 
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ie BIG Issue with the Plus Values 
Or Readers and Advertisers 


JANUARY 1952 PIT AND QUARRY 


ANNUAL FORECAST 
and REVIEW NUMBER 





Again this January, PIT AND QUARRY will publish its Annual 
Forecast and Review Number. The 1952 Number will set new 
publishing standards with a bigger, more complete, more at- 


tractive issue . . . and with many plus values. 


For years PIT AND 
QUARRY has carried the largest volume 
of advertising—the largest number of 
advertisers — the largest number of 
exclusive advertisers 


The January Number will show that 1951 was one of the 
two best years for the Non-metallic Minerals Industries, and 
that 1952 may surpass them. 

More emphasis will be placed on forecasts—readers and 
advertisers are more interested in the future than in the past. 
Over the years, the forecasts made by the editors of PIT 
AND QUARRY have been remarkably accurate. 

Complete program and advance information on 5 big 
conventions to be held in January and February: 

National Agricultural Limestone Association 
National Sand and Gravel Association 
National Ready Mixed Concrete Association 
National Crushed Stone Association 
Agricultural Limestone Institute 

National Concrete Masonry Association. 

Plus . . . layouts and location of manufacturers’ exhibits 
at the gravel and stone conventions. 

Plus . . . advance reports on expected volume of 1952 
construction—highways, dams, bridges, buildings, houses, 


Highest ABC Circulation in our History 
14,470 Total Net Paid 
15,393 Total Distribution 
80.97 Renewal Percentage 


EXTRA DISTRIBUTION - EXTRA READER INTEREST - NO EXTRA COST 


PIT AND QUARRY 


431 S. DEARBORN ST., CHICAGO 5, ILL. 


Only PIT AND QUARRY with its unrivalled editorial staff 
and industry experience could undertake and carry through 
an editorial project of this magnitude. 


private, industrial and government work. 

Plus . . . illustrations of the important projects. 

Plus . . . review of important machinery and equipm 
developments of the past year. ; 

Plus . . . regular features and departments on vital busing§s 
and production problems, news, personal items, trade,traft, 
and legal notes, and the regular new machinery section 

America’s great and growing construction program is 
placing heavy demands for the products produced by 
readers of PIT AND QUARRY. And, these readers 
buying huge quantities of equipment and supplies to keep 
pace with these demands. 

The big January PIT AND QUARRY offers plus values 
for both readers and advertisers. Extra distribution—extra 
reader interest, at no extra cost. It is an issue that is kept 
and referred to for months. 

Plan now to use big space to get your product story over 
big to the industries important equipment buyers. Time is 
short—send space reservation today. 
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“1 read PRODUCT ENGINEERING be- 
cause, as a busy engineering execu- 
tive, | find it keeps me informed of 
what other industries are doing in 
modern methods and materials.’ 


Says Mr. G. D. Simonds, 

Chief Engineer, 

The Four Wheel Drive Auto Co. 
Clintonville, Wisconsin 


E READS 











Heavy-Duty Trucks 


PRODUCT ENGINEERING 


Everywhere in your giant Original Equipment Market,* 
PRODUCT ENGINEERING sells the top men at “Design-Engineering Headquarters.” 





Sales-conscious advertisers of parts, materials, components and finishes long 
ago put these two facts profitably together: by far their biggest, and fastest- 
growing, market is the giant Original Equipment Market .. . and in selling to 
this market there is no substitute for the proved sales power of Propuct 
ENGINEERING. 

Result? Manufacturers of original equipment place more advertising pages, 
and invest more advertising dollars, in Propuct ENGINEERING than in any other 
magazine .. . and do so year after year. The facts will show you why their 
investment in Propuct ENGINEERING pays off . . . in increased acceptance for 
their products . . . where such acceptance does most to build bigger sales, at 
lower cost. 

Edited exclusively for the engineers who design every new machine, appli- 
ance, or other engineered product. . . this is the only design magazine these 
basic buyers of original quipment voluntarily seek, and pay to read. And 
because they can get from no other source the job help this magazine provides 

. over 18,000 top men in industry’s Design-Engineering Headquarters are 
Propuct ENGINEERING subscribers . . . self-elected readers . . . and improvement- 
conscious shoppers in its advertising pages. 

Get all the facts about Propuct ENGINEERING ... and you'll know why con- 
centrated advertising in its pages is one of the soundest investments you can 
make this year, next year, and every year. 


PRODUCT 
ENGINE ONG @ @ 


ADVERTISING THAN ANY OTHER MAGAZINE IN THE WORLD! 


A McGraw-Hill Publication 
McGraw-Hill Building, New York 18 
DISTRICT OFFICES: Atlante 3 * Boston 16 * Chicoge 11 * Cincin- 


noti 8 * Clevelond 15 * Dallas 1 * Detroit 26 * Los Angeles 17 
New York 18 * Philodelphia 3 * Pittsburgh 22 * San Francisco 4 








*When your parts, materials, compo- 
nents or finishes are selected by product- 
design engineers for incorporation in 
new machinery, equipment or appliances 
... they are specified as Original Equip- 
ment. The Original Equipment Market is 
the big-volume, repeat-order market 
which offers any supplier of parts, mate- 
tials, components or finishes industry's 


biggest sales opportunity. And adver- 
tisers place more advertising pages, and 
invest more advertising dollars, in 
PRODUCT ENGINEERING thon in any 
other design magazine in the world be- 
cause they know PRODUCT ENGINEER- 
ING gives them top coverage of the 
Origiial Equipment Market's basi,; buy- 
ers at lowest cost. 








Here’s a man 
on “your side’’... 


ffarry Neal Baum 


aretol ler’ 
ebhavdt 


and Ced Ane. 
ADVERTIS 


SOUTH MICH 


) GRANT STREE 


1s/ 


trends 


A review, by business paper editors, of industry conditions 
that may influence industrial marketing procedures. 


Office equipment boom exceeds 


machine tool surge; war is spur 


Business Machines . . The office 
machine and equipment industry is 
booming 

Last year sales of 21 manufactur- 
rs exceeded sales of the war-stim- 
industry by 


lated machine tool 


56 The office machine manufac- 
turers’ volume reached $1.05 billion, 
us compared with $675,000,000 for 
machine tools. The figures are based 
ym a study by the management of 
the 1951 National Business Show 

The out-distancing of machine 
tools by the business machine indus- 
try is especially impressive, inas- 
much as the defense program has 
purred machine tools to unusually 
heavy volume with much attendant 
publicity 

Nation-wide tightness in the office 
labor market, 
ompetition between expanding of- 


brought about by 
fices of defense industry and civilian 
businesses, has stimulated the trend 
of many years toward mechanization 
of office work 
adding and 

luplicators and dictating machines 


Sales of typewriters, 
calculating machines, 
nave soared accordingly 

Ever since the Korean War, the 
industry has been at top speed. If 
the defense effort continues long at 
its present intensity, it is inevitable 
that the production of business ma- 

hines will have to be cut to some 
legree The factories of most of 
these companies played a highly im- 
portant part during the last war in 
the manufacture of war materiel 
and already many are being asked 
to take on an increasing number cf 
Also, 


increasing curtailment of the use of 


ontracts for military goods 


metals will operate to shorten pro- 


duction of business machines 


But the industry feels strongly 
that government is convinced of the 
essential character of business ma- 
chines with respect to office tools 
which speed work both in military 
and civil fields. The industry looks 
to understanding treatment in the 
imposition of necessary government 
MURPHY, 


restrictions THOMAS \V 


editor, Geyer’s Topics, New York 


Office Furnishings . . The immedi- 
ate future of office furniture and 
furnishings is uncertain unless ef- 
forts to obtain more equitable allo- 
cations of materials the first half of 
1952 meet with some degree of suc- 
cess 

As a material, wood is not unde1 
restriction, but cabinet hardware is 
made of metals on the critical list 

Sheet steel is under rigid control 
by CMP, which allocates for the first 
quarter of next year 75° of the al- 
location for the last quarter of 1951 
In terms of pre-Korea production, 
the allocation percentage is about 
37. For the second quarter it is 
closer to 33 Assurance that this 
allotment is for consumer durable 
goods and that defense order busi- 
ness merits additional material is a 
bright note for manufacturers but 
of little value to dealers who are 
largely dependent upon nondefense 
sales. 

An interesting sidelight is the 
sound estimate that the total annual 
use of sheet steel by the office 
equipment industry is approximate- 
ly 500,000 tons, something under 2°% 
of the steel produced annually in the 
United States 

From the standpoint of materials 
used in construction, the dual char- 
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... to help you sell a TH x ' 
SOUTHERN* SPIN-WEAVE PLANTS! qt 


~ 


THERE'S EXTRA SefZ IN THE 
# ty [RS 
author S - | cy, 
Ty 


yours exclusively in 


* The Southern Spin-Weave 
merket « accounts § for 
ore th 7S% of the total . 

oe pee SRS Oe pin-Weave journal of the textile 


is the only exclusively 


United States 





edite olely for the men who own 
COMBINATION ‘ d erat Southern mills . . . deals 
RATES SAVE You 7 t problems and conditions 


st in Southern Spin-Weave 


’ hic ‘ 
EVEN MORE! I s and processing plants. The South 


If veu went te reach the rr ’ ‘ a precious plus eer found 
whele textile industry use } >.09 

1 extile Bulletin 
eur combination rate for 


Textile Balletin and The 


Knitter. 22 pages in cach — . : 
(24 pages total) cost leas Bulletin gives complete 100% 
then 12 pages in any gen- of the South's Spin-Weave 
i 


eral textile journal nill , eir dyeing and finishing 





CLARK PUBLISHING CO. 


CHARLOTTE, NORTH CAROLINA 


If SPIN-WEAVE mills are your target 


THE SOUTH 
IS YOUR BIGGEST MARKET... 


TEXTILE BULLETIN covers it like a blanket 





FOR DETAILED INFORMATION ON 


85 INDUSTRIAL and TRADE MARKETS .. . 


SEE YOUR NEW 


1952 MARKET DATA & DIRECTORY NUMBER, 
INDUSTRIAL MARKETING 














acter of this industry is a matter of 
good fortune to the user of office 
furniture. When steel becomes short, 
the manufacture of wood lines can 
be stepped up to supply most of the 
urgent needs 

Because of the high percentage of 
sales of office furniture through 
dealers, the problems of manufac- 
turers and dealers are but opposite 
sides of the same coin. Such nor- 
mally important factors as styles, 
designs, finishes, and so forth, are 
relegated to insignificance by mat- 
ters ol production and delivery. De- 
mand is up, sales are easy, but de- 
liveries are slowing down. As in all 
sellers’ markets, demand is not as 
high as it seems because of duplicate 
placement of orders. In consequence 
most dealers think they could sell 
even more than their current in- 
creased volume if they could get the 
merchandise 

As all materials for war or de- 
fense must be made in plants that 
could not operate without offices 
the nerve centers of any production 
enterprise it can be rather safely 
assumed that the office furniture in- 
dustry will be given preferred sta- 
tus, directly or indirectly, in the 
turbulent period just before us 
WALTER S. LENNARTSON, editor, Office 


Appliances, Chicago 


Office Supplies . . A continued 
high volume of production and sales, 
subject to material restrictions, con- 
tinues to be the trend in the office 
supplies branch of the office equip- 
ment industry 

Profits are good although trimmed 
considerably by higher taxes and 
rising costs. None of the manufac- 
turers of supplies such as pencils, 
business forms, paper, ledgers, sta- 
plers, carbon paper, and office ma- 
chine ribbon suppliers, etc., are be- 
ing vitally hurt by CMP prigrities or 
allocations But there are some 
thorny problems 

First is the obtaining of sufficient 
raw materials to fabricate the prod- 
uct. Here the industry operates un- 
der CMP Manufacturers obtain 
priorities more or less satisfactorily 
but then comes the real bottleneck 

delivery from the supplier. Quan- 
tities are lower and delivery dates 
lag from three to six months. Nickel, 
brass, zinc, copper, aluminum and 


steel are all critical and all are used 





TO SERVE YOU BETTER... 
Ue asked! WESTERN UNION to haa 


we 


call 35,000 EXECUTIVES for us... | --- 
to Verify our Circulation lists 


Here’s what 





WESTERN UNION WE S TE RN 


DID FOR YOU 
AND FOR US— 








UNION 


W. P MARSHALL. reenoenr 





Each of the 35,000 names furnished, Western Union verified COM- 
PANY name and address by telephone. 
e@ Western Union verified name of INDIVIDUAL and his TITLE. 
© Determined products made by plants reached by the BLUE BOOK. 
© Secured!the INDIVIDUAL's name and TITLE in charge of machine, 
tool and production supplies buying, if neither name or title was 
shown on our stencil. 
Secured name of Plant Superintendent if no other name or title 
could be obtained. 
Post Office zones were inserted if omitted, or corrected if incor- 
rectly shown. 
Each listing sheet (see sample at left) was certified by local 
Western Union operator, with signature and rubber stamp of city. 














A typical work-sheet Certified by Western Union Operator 
This is the form we supplied to 1642 Western Union offices. 
The yellow strip along the left margin is our circulation 
galley ond is pasted to the form. Opposite each name on 
the golley strip, is space provided for the Western Union 
operator to fill in, check or verify the information needed 
for ovr records. Along the right hand margin oppeors the 
signoture of the Western Union operator who verified this 
sheet. 


A Hitchcock Publication 


GS) bog 


What this means to You as an Advertiser 


Just this — that now more than ever, YOU CAN BE SURE of the readers 
of MACHINE and TOOL BLUE BOOK. You can be sure they WANT this 
publication — with its powerful reader interest, already proven by many 
independent surveys. More than 95% of the BLUE BOOK mailing list 
is personalized. 

You can be sure that every copy of MACHINE and TOOL BLUE BOOK 
is directed to the right man. Tabulated results prove more than ever that 
MACHINE and TOOL BLUE BOOK is the Readbook of the Metalworking 
Industry. 

You can be sure that every man on our circulation list is either a 
buyer or can influence purchasing, and therefore a logical prospect for 
your product or service. 

You can be sure of advertising results — because the right editorial 
formula, directed to the right audience of buying executives builds high 
reader interest — an unbeatable combination for SALES. All you have 
to do, is be sure your sales message is right. You'll get RESULTS at 
lowest cost. 

Schedule a vigorous campaign NOW for your product through 
pier and TOOL BLUE BOOK and see how it can help increase your 
sales, too. 


Mackine and Tool BLE BOO 


HITCHCOCK PUBLISHING CO. © WHEATON, ILLINOIS 











The “Requested” 
Magazine 
-+ein these Industries 


: 


-ooby these Readers 


—M-W covers plants producing all types 
of metal products, tools and parts, ma- 
chinery, transportation equipment, shop 
equipment, maintenance machine tools, 
and other ferrous and non-ferrous metal 
products. 


—Management, Engineering, and Produc- 
tion personnel. 


—Timely editorials, metal-working per- 
formance reports, useful reference sheets, 
concise descriptions of new products and 
literature, informative advertising, plus 
other reader advantages of “king-size” 
format. 





NG- is MOBILIZED 


for more resultful coverage 
in more metal-products plants 
in today’s defense economy 


Within a recent period of 60-days, M-W's entire controlled C.C.A 
circulation was brought into line with the large-scale personnel and 
plant changes due to conversion to defense production. Every reader 

was verified as currently active in management, engineering, or produc 
tion roles in metal-products plants. Now, 91.5% of M-W’s circulation 
is personally requested by réaders, with 8.5% verified by other posi- 
tive means. 


John Haydock, well-known metal-working authority is M-W’s editor 

He knows how and where to get information of high-reader interest, how 

to interpret it into useful, time-saving editorial features. Advertisers as well 
as readers gain from his 2] years experience in metal-working publishing 


M-W readers get helpful information on latest metal-working practices, 
new equipment,-and literature through concise, easy-to-read items. King- 
size format gives high visibility and next-to-editorial position for all 
advertisers 


Nearly 300 Advertisers are regularly getting results with M-W’s 
up-to-date verified coverage of America’s No. 1 market. 


it will pay yew to take a close look at M-W’s many advertising 
values. Ask your agency or write direct for the complete story. 


SUTTON PUBLISHING COMPANY, INC., 60 East 42nd St., New York 17, N. Y. 


CHICAGO, ILL. CLEVELAND, OHIO e@ WETHERSFIELD, CONN. DENVER, COLO. @ OS ANGELES, CALIF. 
307 N. Michigan Ave. ° 1501 Euclid Ave. 13 Eastern Drive 1118 Washington St. 2404 W. 7th St. 





PROBLEM: How to 


sell textile mills 
in LATIN AMERICA 


IN MEXICO: 


IN COLOMBIA: cic. de Hilodes 
Tejides del Hate 


IN BRAZIL: cic. Nitro Quimica de 
Brasileira 


Industrial Marketing's 
Annual Market Data PQ 
& Directory Number 


PANAMERICAN PUBLISHING CO., INC. 
570 7th Avenue, New York 18, N. Y. 
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How much reading time 
can a busy executive spare? 


king me 


@ YOU HAVE a strong forward-look- 
ing management, even though they 
appear to be approaching your ad- 
vertising from a negative stand- 
point Perhaps by so doing they 
will bring out the very best in you 
and the over-all result will be good 


Undoubtedly 


creasing competition between vari- 


there is steadily in- 


ous activities and media for every- 
ones time 

Each executive must protect his 

time (and most do) by scheduling 

different activities for different pe- 

f the day and evening. Some 

1 designating one 

ek at home for business 

addition to what reading 
office he 

Andrew 


Life recently 


ao durit re 
nterest 


neeting I 
ial Adver- 
Reading 
growing 
ndicates that 


who pre- 


problems 


in Industrial Marketing 


pares copy to be read must rec- 
ognize this situation and use more 
photographs with shorter to-the- 
point copy 

Perhaps the most complete and 
authoritative studies that have re- 
cently been made on the subject of 
business reading were completed by 
the Advertising Research Founda- 
tion, in cooperation with the Asso- 
Their 


studied 


ciated Business Publications 
market 
American Builder, Chemical Engi- 
Machinist, and 


research experts 
neering, American 
Automotive Industries. Summaries 
of the study have appeared in vari- 
ous publications and copies of the 
complete study may be secured from 
the Advertising Research Founda- 
tion, 11 W. 42nd St., New York 18, 
N.Y., or The Associated Business 
Publications, 205 East 42nd St., New 
York 17, N.Y 


How to get information 
on business readership 


® THE ADVERTISING profession con- 
tinually has before it the problem 
of measuring readership Great 
strides have been made in measur- 
ing it more accurately. It is true 
particularly in mail questionnaires 
that people tend to say they read 
what they ‘eel they are expec ted to 
read People also tend to protect 
themselves from possible adverse 
criticisms by stating that they keep 
up with what they think is required 
reading 


Asking the question, “What do 





Wh ° Make no mistake about it! 
AT In the Process Industries 


REINHOLD CATALOGS reach 
the right men in the right plants! 


Today, tight security regulations make it mighty 
tough for your sales engineers to get past the P.A.’s 
office and contact the men who decide if and when 
your products will be used. That's exactly why 
Reinhold Catalogs are bound to be a part of your 
budget picture! For 36 years they've been the 
“encyclopedias” of the process industries. Thou- 
sands of specifiers in Dun & Bradstreet company- 
rated plants rely on Reinhold Catalogs to give them 
—in confidence—all the technical data about your 
products and services...a must for final consulta- 
tion and orders. Reinhold Catalog Service provides 
the right men in the right plants with your product 
story when they are ready to specify. 


Prospects’ 


REINHOLD PUBLISHING CORPORATION, 330 WEST 42nd ST., NEW YORK 18, N.Y. 


meet udinh.¢. Shemp. ¢. tate.» Wadvoten, » bate 4 tee eel 
Ge tak @& 
Ou 
put “specs” 
before your 


{I () (p th d [] salesmen’s eyes! | < 


= 
Now more than ever before, due largely to defense priorities, the process 
industries are in a period of tremendous growth. Huge appropriations 
are being made for research, plant expansion, new product development. 
Particularly significant is the fact that Reinhold Catalog Service enables 


| your men to get in on the ground floor of this highly lucrative market. 
Your product literature in CEC (for equipment) and CMC (for mate- 
a rials) serves “inside” product specifiers—helps your sales engineers get the 


right “specs” put before their eyes. Call your Reinhold Catalog Represen- 
tative today—he'll give you the new Process Industries “Fact File Folder” 
—will show you how to produce sales in this multi-billion dollar market. 


How to 





7 
advertise ON : . you read?” may measure the rela- 


tive effectiveness of the publisher's 


here . vey Le aay publicity, advertising, etc., as well 
vf =. as his magazine. You probably 
t h : could get more accurate informa- 
0 reac | tion if your questionnaire read as 
follows: 
I do not read business maga- 
zines 
I do read business magazines 
I find the following most help- 
ful: 


' The Advertising Research Foun- 
dation has developed rather good 
. techniques by qualifying readers 


e e e and then determining by personal 
As is al'laly interview exactly what they have 
g -p y read and remembered. 

* In Journal of Applied Psychology, 
miele (ak Dec., 1949, page 585, there is an ar- 
ticle entitled “What Do Readership 
Studies Really Prove?” You may 

find this interesting 


Are technical or artistic 
3 t () () bulletins best for engineers? 
5 KEY ELECTRICAL MEN "2 Soe 


Electrical Deperiments in Industrie! Plants; extractive industries (elec- 
trified mines. smelting. refining. and converting plants): transportation 
companies (electric railway and railroads, airline operators); large 
electrical contractors handling industrial work: motor repair and service 
shops: electrical. mechanical and consulting engineers. 
Electrical and Electronic Monufacturers including manufacturers of all 
kinds of electrical apparatus and appliances: radio equipment and acces- 
sories; electronic equipment and supplies: large machinery and machine 
tool builders: manufacturers of aircraft and electrical 
aviation equiment: and shipyards. 


heck these 6 Big Values over 500 Advertisers 
are now getting in Electrical Equipment: 


100% selected “request circulation 
t C.C.A at : ‘ 
writemna that wants F t al £E “ 
® No Firm and fast rule can be 
Large pass-along circulation Ss ws a “ f ’ readers copy 
8,852 total rea ‘ given for the presentation of indus- 
High reader interest. 1 t : quiric mont trial products and services. We 
Stiet Seine ; have seen both techniques handled 
ectrical Equipmen , , ’ cohen: — 
agement, eng t and sing sonne t r inf with complete success. However, 
; we believe that if your so-called en- 
Direct, traceable returns | ! tising d ars r sale s throug ¢ 
a typical issuc gineering treatment is reasonably 
Low cost secur as , ect Equipment costs only $150.00 per in- | light, not too heavy, with a touch 
of color in illustration or chart, it 
will naturally attract the engineer- 


ELECTRICAL EQUIPMENT ing and operating type of mind 


Published by Whether we like it or not, a great 


Sutton Publishing Company, Ic Bey Ge ke one on 
ca é owwr Cc Cé e 
60 East 42nd St., New York 17, N. Y. 















are consciously or sub-consciously 


skeptical of the charms of advertis- 






ing art and are more attracted to 
what looks to them to be more 
straight-forward, down-to-earth in- 
formation. Perhaps it will take an 


. 
) 4 even greater ability from your artist advertise 


to accustom himself to this indus- 















trial atmosphere or attack, but this 


will give you a blend that will not here 


offend the technical man and which 
will bring out your story to good 


advantage and encourage reading 


for EXCLUSIVE 
Colored chalk glows in dark, coverage of 


enlivens blackboard talks 











Fluorescent chalk is the latest in- 
novation for enlivening blackboard 
lectures and sales talks 

A new chalk has been placed on 
the market in six fluorescent colors 

blue-white, green, yellow, red, LARGE - MEDIUM - SMALL 
blue and orange-red which glow 
in the dark when activated by ELECTRICAL 
blacklight. The chalk is easily erased 
with an ordinary board eraser or CONTRACTORS 
cloth ‘ 

The manufacturer is Norco Prod- " 
ucts Mfg. Co., 392 Bleecker St., New Twice as many 


York, maker of blacklight equip- 


= contractors as any other 
publication in this live 
Data bureau announces $700 ,000 ,000 market! 


new statistical library 














® NEW YORK The availability of 


a statistical library, just recorded Check these 6 Big 
oO IBM nch cz ‘ds, has bee an- . . 
: a ee Values 171 Advertisers are now getting in 









nounced by Barnard, Inc., a data 


compiling bureau. The file is avail- Contractors’ Electrical Equipment 


able for the cost of tabulating only, 







_ 


. Carefully selected coverage of all worthwhile large. 

medium and smal] electrical contractors, including 
maintenance being borne by the those in cities under 25,000 where 75°, of business 
is done, Only controlled circulation can offer this 


the cost of initial installation, and 







company 







> . advantage. 
Possible uses of the file include a des > . 

, , 2. Direct traceable returns on advertisers’ dollar — 
tabulation of current media circu- sales leads received average over 3900 per month. 
lation, advertising appropriations, 3. High reader interest because CEE is edited ex- 
comparisons of different media, etc pressly for contractors including small and medium 






sized ones who do 65°, of business in their industry. 
4. Contact with key buying influences not reached by 
Ave nanufacturers own salesmen, 
5. Next-to-reading-matter positions for all advertis- 
ing, insuring maximum visibility and reader-action. 
6. Low-cost coverage — as little as $135.00 per 1/9 
unit or $415.00 per 4/9 unit (equivalent to 7x10 
space) on a 12-time basis. Color extra. 


Contractors Electrical Equipment 


Published by 
Sutton Publishing Company, Inc. 
60 East 42nd St., New York 17, N. Y. 


The bureau's address is 93 Park 
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iF YOU WANT TO SELL... 


ENGINEERED 
ELECTRICAL 
EQUIPMENTS 


IN THESE CATEGORIES: 


INDUSTRIAL POWER 
DISTRIBUTION 
Power Fuses 
Isolators 
Circuit Breakers 
Power Transformer 
Unit Substations 
Bus Duct 
Wire and Cable 
Capacitors 
Conduit 
Instruments ELECTRIC TRUCKS 
Switchoear AIR CONDITIONING 
Panel Boards Process 
Switches Comfort 
Controt Centers LIGHTING 
MOTORS & CONTROLS Fluorescent 
| Heavy Duty 
| Wound Rotor Motors 
Synchronous Motors 
1.100 Hp Motors 
100-5000 Hp Motor 
Electrome Motor 
Controt 





Rectifiers 

Variable Speed Device 
ELECTRIC HEAT 

Induction 

Dielectric 

Resistance 

Heat Treating Fur 





Incandescent 
INDUSTRIAL X-RAY 
METAL DETECTORS 
INDUS. TELEVISION 
WELDING. ARC AND 

RESISTANCE 
FINISHING 


TO IMPORTANT PLANTS 
IN EVERY INDUSTRY 
THEN YOU MUST REACH THESE MEN 


> Industrial Production Management 
> industria! Electrical Engineers 
Db Utility Industrial Engineers 


Only in ELECTRIFIED INDUSTRY do you reach all 

oups of men simultaneously Only in ELECTRI 
FIED INDUSTRY are their electrical interests—and you 
and ours—the EXCLUSIVE OBJECTS OF ATTENTION 
Only in ELECTRIFIED INDUSTRY do you reach the ut ! 
ity industrial engmeers whose recommendations are so 
often decisive om engineered electrical equipments 


ELECTRIFIED INDUSTRY'’s picture reporting of elec 
trically powered, proven production eas in every + 
dustry from Auto thru Zinc has earned it a wique read 
eshio from mamagement men and from their elect ial 
engineers 

The sponsorship of the magazine wy the leading utilities 
(they pay $2.50 per year for their imoortant indus 
trials) guarantees a continually correct circulation—de 
spite personnel and plant chunges—that simply can't be 
duplicated 


Wash 


ington 





Is Congress convinced 
that admen are getting greedy ? 


By Stanley E. Cohen 


® SELDOM HAS CONGRESS been as im- 
patient with advertising and pub- 
lishers as in the past year 

Most dramatic incident, of course, 
was the Joint Economic Committee 
staff report proposing a tax on ad- 
vertising. When protests poured in, 
senators quickly disowned the proj- 
ect 

Yet rumors persisted that in the 
privacy of their offices, senators ex- 
pressed conviction that advertising 
and publishing have been a bit 
greedy in protecting their privileges 

Certainly there is no other way 
of explaining the display of temper 
which prompted the Senate, by bi- 
partisan vote, to pass a 60°, postal 
rate hike on magazines double 
the amount recommended by its 
postal committee 

Outbursts are directed largely at 


When 


magazines, 


consumer ads and media 
Senators voted to hit 
they thought in terms of “slick na- 
Buttonholed after- 


wards, one Senator who had a lead- 


tional weeklies.” 


ing part in the debate expressed 
He said he 
the fact that the 


would also fall on small magazines, 


surprise never con- 


sidered increase 


and trade and technical journals 


Deductible Liquor . . Much of it is 
Sen- 


ators are hunting for ways to nar- 


probably a sign of the times 


row the gap between federal in- 


come and expense. Advertising 

although actually only a very small 
item compared with other business 
expenses stands out as one of the 


activities that seems to channel 


money away from tax coffers 
Expense accounts also stand out 
During Senate consideration of the 


1951 tax bill, Sen. Paul 
(D., Ill.)nearly put through a rider 


Douglas 


limiting deductions for travel ex- 


pense to $25 a day 


His amendment was beaten afte 
Sen. Walter George (D., Ga.), fi- 
nance committee chairman, argued 
that the Bureau of Internal Revenue 
already has authority to throw out 
unreasonable expense 

In the 
Douglas contended that liquor and 


course of debate, Sen 
allowed as 
He said $12 
a day seemed to be ample living 
“didn't 


gifts should never be 


expense account items 


expense, but he want to 


lower the standard of living of 


newspaper correspondents and sales- 


men who apparently are accus- 


tomed to more 


wT , tR Ai 


Pp w mili- 





tary procurement laws are under 
consideration which 
Comptroller General Lindsay War- 


books 


of defense contractors and subs op- 


would give 


ren authority to post-audit 
erating under negotiated bid con- 
tracts 

This is hardly 


for admen, who best know Mr. War- 


pleasant reading 


ren as the official who ruled during 
World War II that 


not an allowable cost in 


advertising is 
military 
business 

Actually his ruling was less dam- 
than the 
thing 


aging language implied 


For one it applied only to 


cost-plus contracts, a_ relatively 


small percentage of all military 


business. Secondly, it did not pre- 
clude sufficient “plus” to fully cov- 
er normal advertising, and other 
“unallowable” items 
Now, however, Mr 


induced the House to authorize his 


Warren has 


Government Accounting Office to 


look 


one of the most important contract- 


into negotiated bid contracts, 


ing techniques used by the services 
He contends that defense plants are 
often able to negotiate more favor- 
able allowances for overhead (which 
includes advertising) than they or- 
dinarily get in commercial business 





Why Is C&E Monthly !ts Own 
Best Salesman? 


BECAUSE everywhere you travel in construction 
circles you will see the publication — in contractor, 
distributor, federal, state, county, municipal offices 
and out on the job with the construction superintend- 
ents and resident engineers. 


BECAUSE — every issue carries 15 to 20 staff-written 
job articles (conveniently indexed in “Covering the 
Field” on page 1), several of which are sure to be 
close to any reader's immediate interest. 


BECAUSE interspersed with these job reports are 
more write-ups of new products for construction and 
more new literature items than any other monthly 
provides. 


BECAUSE ~- the editorial columns throughout are so 
well balanced—accurate but not overly technical, 
well-ill d but gh text to tell the full story. 
giving credit to manufacturers but without undue 
emphasis; balanced too in geographical location and 
type of jobs reported. 





BECAUSE _ the large (Ilx15) page permits use 
of king-size photos. Also assures reading matter 
adjacent to display ads regardless of size. (Standard 
space units acceptable—no extra production costs.) 





BECAUSE the advertising pages make up the m 

lete where-to-purch guide of construction pro 
ucts available in any monthly —an average of | 
advertisers per issue first half of 1951. 





BECAUSE distributors have their own regular depart- 
ment in the magazine and special provision is made 
for manufacturers to list distributor names and addresses 
adjacent to display copy. 


BECAUSE — the bound-in post card in every copy sug- 
gests reader service and inquiries for manufacturers— 
hundreds of them being forwarded each week from our 
publishing office. 


If you are making up an advertising 
schedule now — or in the weeks ahead — take 
time to check these CONTRACTORS AND 
ENGINEERS MONTHLY advantages for your 
self in any recent issue or write us for the late 
copy plus any of the following which will 
helpful to you: 

NIAA Sales Presentation 

Circulation Audit 

Mailing list folder . 
Figures on request readersh <, & 
Typical reader comments 

Listing of 1950-51 advertisers 

Summary of inquiries received 


Contractors an. 
the NEWSpaper of highway and heavy construction Engi neers Mont hig 
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if you’re selling to the manufacturing industries... 
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YOU'VE SOLD YOUR PRODUCT 


if 


VICE PRESIDENT 
in Charge of OPERATIONS 


CHIEF ENGINEER 


whenever you can study the reading habits 


of management men in industry, 
you'll find FACTORY first 
among men of the Plant Operating Group 


As the manufacturing industries market continues to growinsize 
and importance, more industrial advertisers are expanding the 
size of their promotion efforts directed to the Plant Operating 
Group. For Plant Operating is by long odds the biggest and most 
important buying group in manufacturing. 


Picking the best publication to reach this vital group is not too 
tough a job. In circulation, editorial service, readership, 
FACTORY rates first in this field by a wide margin. That’s why 
more industrial advertisers placed far more pages of advertising 
in FACTORY in 1950 than in any comparable publication. 


These advertisers selected FACTORY for coverage only of the 
Plant Operating Group. They use other good industrial magazines 
for coverage of other buying groups of importance to them. And 
FACTORY claims to be first only in coverage of the Plant Oper- 
ating Group in manufacturing. FACTORY does not attempt to 
cover other buying groups. 


So don’t be confused by conflicting claims of “first in readership.” 
Just ask “first among who?” If it’s readership among plant 
operating men, you can be sure it’s FACTORY that’s first in 
that field. 


Don’t take our word for it—study readership for yourself. But be 
sure to use a method that permits the respondent to identify his 
own function and industry. Then you, too, will find that whenever 
you can study the reading habits of management men in industry, 
you'll find FACTORY first among the Plant Operating Group. 
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Pratt & Whitney Aircraft’s 
At main factory at East Hartford, 


Whitney 
Aircraft, 


Conn., containing 2,000,000 
square feet of production area. 


ENGINEERING 


e+ 
iow : Us 


Pratt & Whitney's ]-48 Turbo-W asp is the most pow- 


ts the siz 
. e t erful turbojet engine being delivered to the U.S. 
in this Turbo -Was military services by any American manufacturer. It 
a is a big brother to the J-42 jet engine illustrated, now 


in active service. Over 12,000 special production 
tools are required for each design of Turbo-Wasp. 


There wouldn't be a jet\yet if it weren't for materials engineering. For example, before 
the first Turbo-Wasp engine.could come off Pratt & Whitney's production lines, mate- 
rials engineering men had to select or specify: 

60 Irons and steels 35 Parts and forms 

29 Nonferrous metals 10 Joining methods 

10 Nonmetallic materials 21 Finishing methods 

20 Heat-treating and tempering methods 

These major materials engineering decisions dictated thousands of purchases of materials 
and equipment. 


Materials & Methods is published exclusively for over 18,500 materials engineering men 
—all paid subscribers—who specify materials and determine materials processing meth- 
ods in the hard goods manufacturing industries. 


% 


Concentrate Your Advertising 
Where Materials Engineering Men 
Concentrate Their Attention... 





A REINHOLD PUBLICATION 
"330 West 42nd St., New York 18, N. Y. 
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It’s budget time. . 


here are 17 ways to cope with it 


By William A. Marsteller 


How they do it is briefed by ad managers 
of 17 companies including National Gyp- 
sum, Libbey-Owens-Ford, DeWalt. A. O. 
Smith, Tube Turns, Hyster, H. KE. Porter. 
Russell Burdsall & Ward Bolt & Nut. Park- 
er-Kalon, Lufkin Rule, Clark Equipment. 
Wiley & Sons. Copperweld Steel, Food 
Machinery & Chemical, Yeomans, and 
McGraw-Hill Book Co. 





® IN A NATIONAL SURVEY, we asked 
17 industrial advertising managers 
of successful companies these ques- 


tions 


1. What system do you use to set 


up your annual advertising budget? 


2. What do you do to “sell” the 
budget to management . . that is, 
how do you get it approved? 


3. To whom do you present the 
Is it discussed in a formal 
writing 


budget? 


meeting or presented in 


only‘ 


4. How much of the preparation 
of the budget is done by your ad- 
vertising agency? 


The answers are quoted here. In 
summary they rough out a general 
procedure of determining your ad- 
vertising budget 

Replying to the first 
75% of the advertising 
said that they used the sales objec- 
tive, or task method . . whereby a 
sales goal is set and the proposed 


question, 
managers 


advertising program is tailored to 
accomplish that goal. 
Explaining why his company uses 


the task system, Gene Wedereit, di- 
rector of advertising, Tube Turns, 
Louisville, Ky.,/ said: 

“The nature of our products and 
services plus our type of sales dis- 
tribution confines our budget plan- 
ning to strict adherence to the task 
method. Budgets for all divisions 
are subject to quarterly review by 
the advertising department and may 
be increased, lowered, or maintained 
depending on developments in every 
phase of the business. Changes 
have been rare.” 

Fred Rosewater, Jr., manager of 
public relations and advertising, 
Food Machinery & Chemical Corp., 
San Jose, Cal., said: 

“For the most part all advertising 
budgets of this company are set up 
on the basis of the job to be done, 
rather than a pre-arranged, fixed 
amount based on past sales or antic- 
ipated sales.” 

Advertising Manager Harold El- 
fenbein, Parker-Kalon Corp., New 
York, said: 

“We set up our annual advertis- 
ing budget on a combination of the 
business climate method and sales 
objective system. Production and 
space increases likewise have con- 
sirable bearing.” 

The “business climate” method is 
a technique sometimes used by 
management wherein the budget 
is based on current business condi- 
tions. Obviously it is a system 
which almost always influences 
budget appropriation thinking, 
either consciously or sub-concious- 
ly. However, it is extremely impor- 
tant not to let the present business 
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pattern fog the thinking on future 
ad programs, which may operate in 
an entirely different marketing and 
economic atmosphere. 

Another organization using the 
combination technique is Yeomans 
Brothers Co., Chicago. Said Ad 
Manager Jeanne M. Porter: “Our 
advertising program is based on a 
combination of the percentage of 
expected sales and the sales objec- 
tive system.” 


Semi-Annual Budgets .. Some 
companies prepare their advertis- 
ing budgets semi-annually. Said 
Ad Manager L. J. Fitzpatrick, Na- 
tional Gypsum Co., Buffalo: 

“In arriving at the amount to be 
spent for six months, a number of 
things are considered. For example, 
late in June, we prepared a budget 
for the last six months of 1951. 
Taken into consideration were sales 
for the first six months and antici- 
pated sales for the last six months. 
In projecting sales for the last half 
of this year, the sales department 
had to consider two new plants that 
were to begin production during 
that period. Another vital consid- 
eration selling conditions were 
definitely expected to change for us 
during the last half.” 

Occasionally companies do not set 
up an annual ad budget at all. John 
Wiley & Sons, New York book pub- 
lisher, is one such company. “Be- 
cause we publish varying numbers 
of books from year to year,” said 
Advertising Manager George H. 
Lovitt, “we do not set up annual 
budgets. Each book has its own 


continued on page 146 
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i managers in each income group 


Industrial Admen Underpaid? .. ‘ 


Salaries of industrial ad managers 


rise average $5,180 in ll years 


By Bob Aitchison 


® THE AVERAGE industrial advertis- 
ing manager if there is such a 
person 
more than he did 


is earning $5,180 a year 
back in 1940 
Eleven years ago, his salary was a 
hungry $4,138. Today, he 
$9,318 annually which represents an 
increase of more than 125 


receives 


He is by no means a youngster 
or a beginner, having reached the 
ripe old age of 43% years. He first 
joined the industrial advertising 
fraternity 15.8 years ago, and has 
been toiling away for his present 
employers 11.4 years 

These are the answers given by 
216 industrial advertising managers 
taking part in a nationwide study 
just completed by mnpUSTRIAL MAR- 


KETING. Questions asked were 


94 / industri al Marketing 


1. What is your annual salary? 


2. How old are you? 

3. How long have you been in ad- 
vertising work? 

4. How long have you been with 
your present employers? 
people do you 


5. How many 


supervise? 


Salaries . . The median salary for 
the 216 advertising managers is 
$8,500 . . $4,650 above the 1940 medi- 
an of only $3,850 reported in the 
original study conducted by the Ad- 
vertising Managers Club of Chicago, 
and published in the June 3, 1940 
issue of Advertising Age. This 
means, of course, that there are 
just as many industrial advertising 
managers earning more than $8,500 


as there are earning less than $8,500. 

The low salary for the 1951 group 
is $3,500 and the high a substantial 
$31,000. Fifteen advertising man- 
agers were in the $4,000 to $4,999 
group . . 19 in the $5,000 to $5,999 
group . . 47 in the $6,000 to $7,499 
group . . 64 in the $7,500 to $9,999 
group . . 50 in the $10,000 to $14,999 
group . . and 20 in the more-than- 
$15,000 group. 


How Old . . The median age of the 
average industrial ad manager is a 
surprisingly ancient 43 years, close 
to the average figure of 43% years. 
Three men are at the tender age of 
25 . . and two are well into seventies. 

The largest age group includes 15 
men at the 50-year mark. Another 





group of 11 admen are 45 years old. 
A complete tabulation by age groups 
follows: 


Ages of industrial ad managers 
Number Per 
Age group in group cent 
25—29 14 6.5 
30—34 





} 


100% 


The median age of the 1940 in- 
dustrial advertising manager was in 
the 37-38 year bracket. 


How Long an Adman .. The 
average length of time in advertis- 
ing work for the 216 admen is 15.8 
years . . the median figure, 15 years. 
Eighteen advertising managers have 
been at it for 25 years, fifteen for 
20 years, and fourteen for 15 years 


How long in advertising work 


Number Per 
in group cent 
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44 


3U 


5 
100% 


Jeb Tenure . . The composite in- 
dustrial advertising manager is 
quite loyal, quite happy, or both . . 
for he has been with his present 
employer 11.4 years. The median 
figure is somewhat lower at eight 
years. 

Although the three-year and one- 
year categories head the length of 
service groups with 20 and 19 men 
respectively, the eight-year and six- 
year groups come in for close third 
and fourth places, with 16 and 15 
men. And 13 men reported 30 or 
more years with their present em- 
ployer. 


Here’s the complete tabulation: 


Length of service 


with present employer 
Number 
Years 





in group 


216 100% 


The 1940 length-of-service figure 
was somewhat higher, the median 
falling at the 10-11 year mark, three 
years higher than the 1951 median of 
eight years 


Ad Department Size . . Answers 
to the question, “How many people 
range all the 

The average 


do you supervise?” 
way from one to 100 
figure (high because of a few un- 
usually large departments) is 8.1 
the median 5. 

Thirty-eight advertising managers 
said that they supervised three peo- 
ple. Twenty-five had two assistants, 
and 23 had four assistants. Fifty 
reported ten or more assistants. 
Twenty-seven had five assistants, 
and 25 had two assistants. Fifty re- 
ported ten or more assistants. The 
complete tabulation follows: 


Number of employes 
supervised by ad managers 
No. of No. of 
employes ad mgrs. Per 
supervised supervising cent 
] 14 





3 
4 


How Long with Agency . . How 
long does the average industrial ad- 
vertiser stick with his advertising 
agency? Next month, INDUSTRIAL 
MARKETING will publish answers to 
this question, and three others . . by 
the same group of 216 industrial ad- 
vertising managers. The questions: 


1. What is your annual budget for 
industrial advertising exclusive 
of salaries? 

2. Do you use the services of an 
advertising agency? 

3. If so, how long has your ac- 
count been with this agency? 

4. Who is your immediate supe- 

rior . . by title: 
Who Answered .. Advertising 
managers participating in both sec- 
tions of this study represent com- 
panies producing and selling elec- 
trical and automotive equipment, 
construction equipment, dielectric 
parts, building materials and equip- 
ment, electrical equipment, petrole- 
um products, office equipment, plas- 
tic materials, fabricated metal prod- 
ucts, machine tools, transportation 
equipment, photo equipment, gages, 
tools, materials handling equipment, 
chemicals, electronic products, elec- 
tric motors, heating equipment, and 
industrial cleaning equipment. 

Also copper and wire cable, safety 
equipment, diesel engines, instru- 
ments, hydraulic equipment, paints, 
air compressors, food processing 
equipment, refractories, motion pic- 
ture equipment and pumps. 
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I hope you won't mind a suggestion for 
jetting more business, dear, but have you 


every thought of advertising?” 
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Hold That Line .. | 


It's a combination 


F Kay lo.” 


of water, lime and silica 


name, 
A natural 
for building and insulating applica- 
tions, Kaylo is rigid, incombustible 
white in color, and has excellent in- 
sulating qualities and remarkable 
structural strength in relation to its 
light weight 

Specific Kaylo products include 


~ 


meagarogene | COVERING, 
\ 4 
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imple Complexities . . T 
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SEQUENTAL 
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insulating roof tile for constructing 
roof decks, insulating block and pipe 
covering for insulating high temper- 
ature equipment, and laminated wall 
panels and firedoors in which the 
product is used as a core 

Nine types of advertising and pro- 
They were (1) 


advertising, (2) 


motion were used. 


business paper 


city stunt 


clinic meetings in large cities for 
prospects, (3) direct mail, (4) trade 
shows, (5) catalog services, (6) 
publicity releases, (7) movies, (8) 
descriptive literature, and (9) class- 
ified telephone book advertising. 


Why a New Product? . . Although 
the first advertising and promotion 


ntinued on page 112 








company plant was shown with 200 


How's this? . . Ss) s lever, operates mod { 200 Models. . Layout of 


els of heat treating furnaces by mmercial Steel Treating Corp 


a k ’ : er hydrau exhibit n 


Miniature operating equipment 


stops buyers at 33rd annual Metal Show 


® MEN CAN'T RESIST toys and 
trade show exhibitors know it. The 
result f exhibits with tiny 
models of industrial equipment 

At the 33rd annual Metal Show 
last month at the Michigan State 
Fair Grounds, Detroit, miniatures of 


plenty 


everything from overhead cranes to 
complete heat treating plants made 
the place look like Marshall Field's 
toy department on Dec. 20. And 
men with stopped, and 
played, and bought 

Leading the pack of exhibitors us- 
ing models was Chicago Tramrail 


money 


Co., with a working model of a com- 
crane and lift 


Elec- 


bination overhead 


truck called the “Stak-Rak.” 


trically controlled and operated, the 
equipment demonstrated how it 
could effectively operate in much 
less than normal aisle space. At a 
flip of the controls, the baby “Stak- 
Rak” lifted tiny skids of make-be- 
lieve merchandise, quickly placing 
them in metal storage racks. 
Another successful user of minia- 
tures was Commercial Steel Treat- 
ing Corp., Detroit, which used more 
than 200 models of heat trvating 
furnaces and quench tanks to show 
the actual layout of its plant. The 
models, scaled a fourth of an inch 
for each foot, were not prepared 
especially for the Metal Show but 
were primarily intended for use in 


planning plant expansions and 
changes. 

Each miniature was fastened with 
adhesive to 20x30” sectional plates 
of glass. Beneath each plate of glass, 
a plastic grid sheet showed the exact 
dimensions of each piece of equip- 
ment. 

Hal Hubert of F. B. Hubert Ad- 
vertising Counsel, Commercial’s ad- 
vertising agency, said the entire 
set-up cost approximately $3,000. 
The layout and miniatures were 
constructed by Pre-fabricated Plant 
Layouts, Detroit. 

Vickers, Inc., Detroit manufacturer 
of hydraulic equipment, combined 
audience participation with operating 
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miniatures. By pulling a lever, the 
prospect could accuate valves and 
cylinders (Vickers’, of 
which in turn ran models of a pint- 
sized lift truck and tractor shovel. 

Westinghouse Electric Corp., con- 
sistently among the more effective 
exhibitors in trade shows, also got 
into the “model” act with an operat- 
ing miniature of a conveyor brazing 
furnace, minus the heat. In addi- 
tion, a huge revolving circular brim 
at the top of the exhibit, carrying 
various pieces of Westinghouse copy, 
could be seen from almost anywhere 
in the exhibit hall. Some 26 feet in 
diameter, it was powered with four 


course) 


electric motors 


Light magnesium 


fOrk i six 


y 


Still another user of miniatures 
was Dow Chemical Co., Midland, 
Mich., producer of magnesium. To 
illustrate how magnesium’s light 
weight saves labor, tiny models of 
two men were shown lifting a min- 
iature magnesium dock board . . the 
big plate that bridges the distance 
from an open freight car to the load- 
ing platform. Four phantom men, 
made of wire, and also lifting the 
same dock board, showed the extra 
effort that would be required to 
handle the dock board were it made 
of a heavier metal 

But miniatures told only a portion 
of the Dow story. The exhibit had 
plenty of movement. A merry-go- 


Done with Mirrors . . Demonsitra 


Mirror 


round type gimmick, about 4 feet in 
diameter and 8 feet high displayed 
some 15 or 20 everyday items, made 
wholly or partially of magnesium. 
The items, including wheelbarrows, 
radio cabinets, hand drills, truck 
bodies and lawn mowers, . . mounted 
on vertical poles went up and 
down, and round and round like 
horses on a merry-go-round 

Still intent on stopping people 
who might pass up the miniatures 
and the merry-go-round, Dow of- 
fered not one, but four movies. All 





Dramatic publicity, 
scholarly ads sell instruments 


Twe PERKIN-EL fiMee 


INSTRUMENT DIGEST. 


te tealvecal Laboratory 
on Whee 
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Follow up 


@ THE NEXT BEST THING to getting 
remarkable sales results from a sen- 
sational new advertising method 
to get remarkable sales results from 
a method that has been kicking 
around for 20 years. 

Perkin-Elmer Corp., Norwalk, 
Conn., instrument manufacturer, has 
used the second-best alternative to 
bounce hard into new markets, pull 
thousands of inquiries and increase 
sales 659% in two years 

The method was creation of an 
external quarterly publication, “In- 
strument News,” supplemented by 
business paper ads cast in the same 
format and summarizing contents of 
the publication under the heading, 
“Instrument Digest.” Both the ex- 
ternal and the ads are designed to 
bring news of new developments 
and product applications in a highly 
technical field. 

This kind of advertising was criti- 
cized last month by INDUSTRIAL MAR- 
KeTinc’s Copy Chasers (IM, Octo- 
ber, p. 102) who listed ten adver- 
tisers using this “news-format house 
organ kind of ad” in one issue of 
a chemical publication. Wondering 
whether there isn’t “some point 
where the effectiveness of this news 
formula dries up,” the Copy Chasers 
observed that such advertisers are 





competing not only against each 
other but against the news columns 
of the editors and asked, “How 
much news can a chemical engineer 
take?” But the Copy Chasers con- 
cluded: “In the final analysis, it’s 
content that counts, not technique 
or formula.” 

Content of Perkin-Elmer ads, on 
the basis of results, ranks high. Re- 
sults showed that this was one ad- 
vertiser who could make the tech- 
nique work effectively, regardless 
of how many other advertisers were 
using it 

The company, which was founded 
in 1939, began a straight-product 
campaign in papers in 
1946. After three years, the cam- 
paign had produced a low volume 
The com- 


business 


of inquiries and interest 
pany was losing faith in advertising 

But when customers’ complaints 
that they being kept 
abreast of new developments 
prompted Perkin-Elmer to switch 


were not 


to a new campaign based on the ex- 
ternal, the picture changed quickly. 
The company had received 446 in- 
quiries in 1948 and was continuing 
to receive them in what manage- 
ment considered an unsatisfactory 
rate until the fall of 1949 when the 
external and the new campaign was 
launched. Total inquiries for the 
year shot to 1,250, more than half of 
which were requests for the new 
publication. In 1950 inquiries rose 
at an even faster rate to 2,992 

Inquiries carry more than average 
importance for Perkin-Elmer be- 
cause of a limited staff of salesmen, 
none of whom spends a major part 
of his time in the field. In addition 
to six clerks and secretaries, the 
staff includes five men who handle 
sales, sales service or application 
engineering, advertising and public 
relations 

This staff follows up inquiries and 
other sales leads by letter and tele- 
phone. Several of the staff also 
occasionally attend various meet- 
ings and industrial shows where 
customers are likely to be found. 
That, in addition to advertising, is 
the company’s total selling job in the 
instrument field 


Inquiries Turn to Sales .. Be- 
cause of this heavy reliance on in- 
quiries, the sharp increase brought 
a corresponding rise in sales. In 


sales of major instruments above, 
the number of orders landed in- 
creased 15% in 1949 and another 
36% in 1950, boosting dolar vol- 
ume 10% in this division in 1949 
and 23% in 1950. 

Advertising expenditures in this 
period were doubled to $50,000, rais- 
ing the per cent of advertising to 
gross sales from 2.5 in 1948 to 3.9 in 
1949 and leveling to 3.7 in 1950 as 


sales rose proportionately at a faster 


rate. 

Although the company has three 
important product lines, the major 
one . . for which the above cam- 
paign was conducted and the above 


results achieved . . is commercial in- 
struments such as the infrared spec- 
analyzing chemical 
compounds. Commercial 
ments pull in half of the company’s 
sales volume arid more than half of 


trometer for 
instru- 


the profits. 

The other two product fields are 
(1) government contracts for aerial 
cameras and other instruments for 
military use and (2) highly special- 
ized optical instruments including 
astronomical telescopes such as have 
been designed and constructed by 
the company in several of the 
world’s leading observatories. Com- 
petition in the latter field is almost 
non-existent but there is plenty in 
the first two fields. 

The external publication that was 
founded to meet that competition 
started with a circulation of 4,250 
laboratory research workers late in 
1949. By summer of 1950 circula- 
tion was increased to 5,930 and by 
last spring to 7,500. More than 90° 
of the increase was from inquiries 
netted by business paper advertis- 
ing. 

The “Instrument Digest” ads were 
begun in Analytical Chemistry and 
Chemical & Engineering News. A 
box in the ad announced: “You can 
complete publication 
from which these articles are di- 
gested. Write to...” ete. The ini- 
tial inquiry-pulling success led the 
company to expand its list to Scien- 
tific American. Separate ads, re- 
vised to emphasize news of interest 
primarily to technicians in medicine 
and biology, were run in the Amer- 
ican Journal of Clinical Pathology, 
Journal of Biological Chemistry and 
Journal of Laboratory & Clinical 
Medicine. 


receive the 


A special coupon ad ran in Sci- 
ence, featuring the first page of “In- 
strument News” as illustration and 
simply listing major past and future 
articles in the publication. This 
keyed ad alone pulled 250 requests 
in six months. 


The Ad Behind the Ad . . Back- 
stopping the campaign of “Instru- 
ment Digest” ads was a campaign 
of straight product ads appearing 
simultaneously in the same issues 
of the same business papers. The 
straight product ad promoted the 
product featured in the lead story in 
the current “Instrument Digest” ad 
and in the current issue of “Instru- 
ment News.” This one-two punch 
in business papers hit with extra 
impact 

To help sell top management on 
new applications of Perkin-Elmer 
instruments, a separate campaign 
ran in Chemical Week and Scientific 
American. Copy was a popularized 
adaptation of technical articles orig- 
inally appearing in 
News.” 


“Instrument 


Science has an aura of magic for 
the general public when the subject 
can be reduced to popular terms. 
Perkin-Elmer has capitalized heav- 
ily on that to net some impressive 
publicity aimed at building prestige 
and acceptance for a young com- 
pany. 

Advance copies of “Instrument 
News” are mailed to 150 editors of 
newspapers and technical and busi- 
ness papers. An accompanying per- 
sonal letter calls attention tg ar- 
ticles of special interest to the 
editor’s particular publication, 

Results were unpredictable, but 
usually good. For instance, a short 
paragraph in “Instrument News” 
told how the radiometer, a device 
formerly used for measuring the 
heat of stars, could be put to a new 
and practical use: helping farmers 
to keep citrus fruits from freezing 
The item, called to the attention of 
editors, led to a full-length feature 
story by Associated Press that was 
published by newspapers through- 
out the country. 

Publicizing construction of large 
and important specialized optical in- 
struments such as telescopes is, of 
course, hardly a challenge. When 
the company built a new type of 
telescope (designed to explore the 
continued on page 153 
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Facts and ‘get tough’ policy 
net $275,000 sales from direct mail 


By Merle Kingman 


® iF YOUR DISTRIBUTORS are lethargic 
about participating in your direct 
mail program, give them a jolt 
First, offer 
Series of good direct mail 
without charge, except for imprint- 
ing. Then 
that they have made each mailing 
before they can get the next. The 
penalty for failure to supply proof 


them in quantity a 


pieces 


require them to prove 


exclusion from the remainder of the 
program 
This “get 


make most sales departments, and 


tough” policy might 
some advertising departments, hesi- 
tate But not those of Frank G 
Hough Co., Libertyville, Ill., make: 
of Payloader shovel tractors for bulk 
materials handling 

The company launched such a 
“get tough” policy and such a mail 
campaign for the company’s distrib- 
utors two years ago Last month, 
the company and its 120 distributors 
counted up results of last year's 


aign 165,000 pieces mailed 


pulled 1,441 inquiries, to which were 
traced the sale of 41 Payloaders for 
a dollar volume of $275,000. 
From the remaining 
verted” inquiries the company and 
its distributors expect to trace an 
additional, equal volume of sales in 
the next six months. Reason for the 
delayed reaction is the Payloader 
price, ranging from $3,800 to $12,000 
Before making such a capital in- 
vestment, a customer frequently in- 
vestigates and negotiates with sales- 


men for 


“uncon- 


many months, or even a 
yeal 

How did the distributor supply his 
proof of mailing? 

The Hough advertising depart- 
ment instructed him. It supplied 
him with samples of the six mailing 
pieces and an order blank to check 
the ones he wanted to use (mini- 
mum order was three). In return, 
after each mailing, he was 
asked to obtain from his local post 
office an official receipt, certifying 


local 


} 


The Package . . Kit of direct 
f 


- 


mail samples and suggestions 


that a bulk mailing had been made 
and listing the approximate number 
of pieces mailed. 

This was ironclad proof for Hough 
that the distributor was not letting 
his free supply of mail pieces gather 
dust in the store room until out of 
date. To insure good timing, the 
distributor was required to make 
each mailing within a specified two- 
week period 


Post Office Paves Way . . Initial- 
ly, Hough ran into some trouble 
with local post offices about supply- 
ing receipts of mailings. But the 
trouble was straightened out with 
the Post Office Department and has 
paved the way for other direct mail 
advertisers who wish to use the sys- 
tem. The post office receipt is Form 
3606, titled, “Sender’s Statement and 
Certificate of Bulk Mailing.” It may 
be obtained from any post office. 
Charge for the service is nominal 

Next question: when the distribu- 








THIS IS YOUR ORDER BLANK 
“ENTRIES CLOSE MIDNIGHT APRIL 16th 
BE SAFE—FILL YOURS OUT NOW 


PAYLOADER DISTRIBUTOR DIRECT MAIL PROGRAM 
*This form to be filled out in duplicate. Send beth copies to The Frank G. Hough Co. One will be returned 
for your files 


To: THE FRANK G HOUGH CO 
We acknowledge receipt of your PAYLOADER DISTRIBUTOR DIRECT MAIL PROGRAM. We 
ha arefully noted and fu understand the Distributor requirements necessary for particpation 
HERE ARE OUR SELECTIONS 
Mailing Form Quantity 
No TITLE Desired 


2209 oars a. ND ON ANY 
GROL 


2210 THE RIGHT SPOT 


#211 BUFFALOED BY BULK 
HANDLING COST 


#212 KE BIG SLICE OUT OF 
You R PRODU CTION COST’ 


#213 “HERE'S A roo THAT DOES 
THE WORK OF 
#24 VERSATILE PERFORMER 
» return for the selected Direct Mail pieces and the corresponding 18 extra promotional aids to be 
. furnished FREE-OF-CHARGE by The Frank G. Hough Co. we as a Distributor organization, agree t 
mmpaigns went t 1Z jistributors the following conditions 
pieces were ne 1 We will mail each selection by the 15th of the mailng month designated 
We will forward to the Hough Advertising Department a roy Post Office receipt (s) for each 
salle We request that this receipt (5) be returned to us fe ing purposes 
We will also forward to the Hough Advertising Department the original (or copies thereof) of a’ 
sales leads derived from this campaign 


‘4 We agret that due to the vital importance of ¢ ontinuity and regularity throughout this program, our 
faslure to meet an { these requirements automatically disqualifies this organization from participation 
during the balance of this year's program 


SHIP MAILING PIECES TO Date 

tor failed to send the company Form ~~ Distributor 

3606 as proof and was threatened esi ; Signed 

with exclusion from the program, r 

what assurance did the company ssali’ home te pea ma eoomrdense we tho quamaition. Sms cams Goawtgtions and wating Sones omen’ 

have that he wouldn't yawn and re- below 

tort, “Go ahead, exclude me.” — — "Date 

Answer: no assurance. But there- 

in lies a story. Actually, many dis- 

tributors didn’t like to be tied down 

to a definite commitment on mail- 

ings. And although 76 distributors Signed 

asked to participate in the program, The Frank 'G. Hough 

some were remiss in sending in 

Form 3606 after the first mailing. 3 The Requirements. . In ki! was this form on which distributor checked mail 

That was where the Hough adver- e pieces he wanted. Resembling contract, form listed requirements for distributor 

tising department cracked down 

After the initial mailing, one dis- 

tributor, reminded by the advertis- dh 

‘@ 




















ing department that his Form 3606 — 


had not been received, wrote: SENDER’S STATEMENT AND CERTIFI- 


“Rest assured, we mailed it.” 
Retorted Advertising Manager CATE OF BULK MABLING 


Ray Wiggers in the return mail: 

“I am resting assured, but I don't 
think you had better. Because you 
will not get the next mailing in the 
series unless I receive from you 
Form 3606, or assurance that I will enn Dane 
receive the form after the next mail- ae arn FP LE 


ing : ee SS - — 














Other distributors were similarly 0a te hasshy cavtified that the chove-desesthed mailing hat boon sesuived and numer of pleces and pestage varied. 
remiss and got the same treatment 
Result: 70 distributors subsequently 
supplied Form 3606 or equivalent 
receipt from their local post offices 
Only six distributors who started in 
the program were dropped for fail- — 
ure to meet requirements. (Several The Preof . . Big requirement was obtaining this receipt 
distributors got a “second chance” post office as proof that direct mail pieces ordered by distri 
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top 


a monthly im feature 





management 


forum 


Do distributors and dealers 
get enough selling help? 


American industry is often accused of not giving distributors, jobb and deal g 
of the right kind of advertising and selling assistance. 


industry think this is a valid accusation? 


Here are executive answers . 


+ 





Do top executives in business an 


along with explanations of the type of selling and adver 


tising helps offered by each executive's company. 





J. L. Holloway 


® IT Is NOT so much a question of 
industry doing a poor job of servic- 
ing distributors, jobbers and dealers 
as it is getting them to make effec- 
tive use of such services 

In our industry, we have been a 
pioneer in the field of sales aids 
Our catalogs and technical literature 
are accepted as authority on the 
piping problems of indusiry 
services to 


Among our many 


plumbing and heating dealers are 
cooperative advertising, direct mail 
material, store and window displays, 
and kitchen and bathroom layouts 
These services, together with sea- 
sonal sales plans are introduced to 


dealers through local meetings 
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We believe it is just good business 
to service the sales efforts of our 
wholesalers and plumbing and heat- 


ing dealers 


H. T. Hallowell. Jr. 


Presider 


® WE ARE BOOSTING 
sharply in order to solve and keep 
solved one of the most serious prob- 


lems nagging distributors today 


production 


lack of inventory 

Our company is taking our dis- 
tributor organization into its plans 
to a very great degree, re-aligning 
our advertising program so that it 
will incorporate their latest ideas for 
the mutual benefit of our dealers 
and their customers. 





A monthly discussion, 

in which industry's top 
executives talk frankly about 
management policies 

dealing with current industrial 
marketing, selling 


and advertising problems 


Because of conditions today, fos- 
tered by the emergence of new in- 
dustries, new customers with new 
personnel, more, much more factory 
assistance is required by a distribu- 
tor than in normal times 

We have expanded our field force 
with thoroughly trained factory men 
who will be more readily available 
to handle problems on the scene 

We have developed an auditing 
service to keep the paper work of 
the customer, distributor and our 
own organization in first-class con- 
dition, minimizing the ends 
which busy 
times 

Our distributors are entitled to 
every possible training aid, counsel- 


loose 


accumulate in these 


ing service and specialized assist- 
ance we, the manufacturer, can give 
to improve the service our final cus- 
tomer will receive 

Simply stated, helping our distrib- 
utor is just good business 


® THE TOTAL WEIGHT of a company's 
prestige and the composite reputa- 
tion of their equipment is to a de- 
gree a measure of the advertising 
assistance enjoyed ty distributors, 





- 
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Marine 
Market 
FACTS 


Shipbuilding has trebled 
in the past 14 months 


Big activity in cargo 
ships, tankers, and bulk 
carriers. 


Reactivations account for 
large slice of marine 
spending 
. 


Naval construction and 

conversion program calls 

nearly $2.4 billion expen 
diture 


Shipyard employment up 
60% ; 40,000 additional 
workers needed for new 
construction, not counting 
repairs, etc. 


. 
Marine industry a big 


user of hundreds of prod- 
ucts and tools 








ABC) 


New York Chicago 


= 


w 


MARINE EN 


EYE-OPENER 
for advertisers... 


239% rise in 


o 


=< commercial shipbuilding— 


a MARKET you 
cant overlook for ‘52! 


It is now time to plan next year's selling. That means 
re-evaluation of potential markets, for tremendous 
changes have occurred. A significant one has been in the marine in- 
dustry. On October |, commercial shipbuilding on order amounted 
to nearly two million deadweight tons, and that mark will soon be 
exceeded. Naval and defense ship construction, repairs, conver- 
sions, and re-activations come to more billions of dollars, while com- 
mercial ship repairs and regular operational maintenance will nec- 
essarily reach high levels. 


jou the marine industry is really worth promoting; it will hand- 
y 


somely reward those advertisers who are alert to its needs and go 
after business the right way, backed with regular advertising in 
Marine Engineering 

and Shipping Review. 

For Marine Engineering 

is the industry leader, with 

more paid circulation, 

full coverage of important 

ship operators and marine 

engineers, and more cir- 

culation among influential 

sea-going chief engineers. 

Send for latest report, 

"The Shipbuilding Indus- 

try and How to Reach It," 

together with details 

about helpful services to 

advertisers. 


GINEERING — = 


ping Ny 


Washington, D.C Portiand, Ore Los Angele 
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Contacting and influencing 60,000 
design-engineers month after month 
is a job MACHINE DESIGN is doing for 
hundreds of manufacturers of parts, 
materials and finishes. They are the 
men who have the power—and use 


it to, specify your products—or your 
competitors’. 


A Penton Publication, Penton Building 
Cleveland 13, Obie 





jobbers and dealers Sometimes, 
distributors overlook the fact that 
in general, manufacturers have giv- 
en this institutional support to re- 
sellers in a large measure 

Too often, however, manufactur- 
ers fail to give sales assistance and 
advertising help tailored to the dis- 
tributor’s specific local problems and 
individual sales propositions 

While our company intend: to 
continue and increase its efforts in 
its primary field of selling special- 
ized engineering products and ap- 
plications, we have departmental- 
ized our distributor sales and manu- 
facturing so as to intensify and in- 
tegrate, through a separate division, 
sales activities to distributors 

Promotional calls by company 
representatives, with the distribu- 
tor, on his customers in his behalf 
and definite advertising programs 
slanted to emphasize product fea- 
tures that create specific demand for 
products the distributor sells, are 
examples of the aid he needs. Our 
maximum efforts in this direction 


are directly ahead of us 


L. Floyd 


® THE ACCUSATION that manufactur- 
ers are doing a poor job of giving 
the distributor sales and advertising 
assistance is caused by inadequate 
and sometimes indifferent formulat- 
ing of manufacturer-distributor sales 
programs 

Manufacturers and _ distributors 
should establish a sales goal and 
then formulate a sales program that 
will enable that goal to be reached 

Once a program is decided upon 
both must fulfill their obligations to 
the program. Many manufacturers 
believe their well-planned advertis- 
ing is collecting dust on the distrib- 
utor’s shelf and the distributor 
in turn is weary waiting for the 
manufacturer's salesman to assist 
his sales force. Under a definite ob- 
ligated program, these conditions 
would not exist 

Due to the rapid geographical ex 


pansion of industrial markets, the 
manufacturer must today rely more 
and more on his distributors to 
reach these markets. It is our pol- 
icy and belief that we must supply 
our distributors with direct sales 
help, market research data, and ad- 
vertising and sales promotional ma- 
terial if we expect them to reach 
these markets for us 


D. J. Biller 


® A LARGE PERCENTAGE of the sales- 
men of our distributors have come 
into the picture since World War II 
Because demand has been greater 
than supply for most of this period, 
a real selling job has been unneces- 
sary. They do not know what it 
really means to sell in a competitive 
market 

We are inaugurating a planned 
sales training program designed to 
teach these men not only “how to 
sell” but also “what to sell and why.” 
Since we are confident that our sales 
growth must come through these 
distributors’ efforts, we are pointing 
our advertising and sales promotion 


in that direction 


® to osTain the desired support 
from distributors and jobbers, the 
manufacturer must plan on a co- 
ordinated program careful_y worked 
out in detail 

When accusations are made of the 
lack of information on the part of 
distributors and jobbers about the 
manufacturer's program, there is a 
reason because frequently manu- 
facturers fail to appraise some of the 
problems of the distributor 


The jobber salesmen handle thou- 
sands of items of many different 
manufacturers. Time does not per- 
mit him to become a specialist on 
many highly technical products and, 
under these circumstances, he must 
rely on the manufacturer's repre- 
sentative 

Talks to jobber salesmen, famil- 
iarizing them with the manufac- 
turer's publicity and advertising 
programs, are essential. Frequent 
contact through joint visitation on 
customers by the manufacturer's 
representative, in company with the 
jobber salesmen, may likewise be of 
considerable help 

A good job can only be accom- 
plished where both pull together and 
have an understanding of their mu- 
tual problems 


Alex P. Fox 


@ MANUFACTURERS, in most cases, 
have deluged industrial distributors 
with advertising and “selling assist- 
ance” in many forms, but in too few 
cases has this assistance been de- 
signed and based on accurate knowl- 
edge of the type and kind of selling 
support that distributors really need 
and want 

That is why many distributors 
have resisted, with impressive calm, 
the pleas of manufacturers to use 
their direct mail, schedule meetings 
with their factory representatives 
and devote more of their selling 
time to a particular line 

The Triple Mill Supply Associa- 
tion is doing an outstanding job in 
obtaining and compiling the type of 
information that will enable manu- 
facturers to design their advertising, 
catalogs, direct mail, and sales 
clinics to more effectively provide 
distributors with the type of special- 
ized selling support required to meet 
their specific needs 

And, of equal importance, rnpus- 
TRIAL MARKETING and Industrial Dis- 
tribution are performing the con- 
tinuing and vital task of dispensing 
this information through mass com- 
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American Aviation’s audience of 
55,000 — more than four readers per 
copy — is the careful readership audi- 
ence of important, news-conscious men 
in airline, manufacturing, airport and 
government circles. 


Preferred by readers in independent 
research surveys, American Aviation’s 
advertising volume is up 15.4% during 
the first 8 months of 1951 alone—a 
record of consistent advertising gains 
since 1948. 


merican 
viatio 


Washington, D. C. MEMBER 





YOUR “CALLING 





‘CARD’ TO THE BEST BUYERS 


Whether or not today’s economy finds 
you oversold, you cannot afford to let 
your customers forget you. Competition 
is keen . . . people in key positions are 
changing jobs . . . present markets ex- 
panding . . . new customers are in the 
offing. 

“Mechanized Selling’ can be your 
calling card . . . your way of making con- 
tact, arousing interest, creating prefer- 
ence for your product, building and 
maintaining product recognition. 

We call Business Paper Advertising 
“Mechanized Selling’”’ because it applies 
the efficient, high-speed tools of adver- 


tising to selling. It enables your sales- 
men to concentrate on the all-important 
job of making the specific proposal and 
closing the sale . . . a job which they 
alone are best equipped to handle. 

For more information on how Mech- 
anized Selling can build sales and cut 
selling costs, write for McGraw-Hill’s 
new 20-page booklet, ‘‘Mechanizing Your 
Sales with Business Paper Advertising.” 
Also available to interested executives 
for showing at sales meetings is a sound- 
slide film . . .““ Mechanized Selling —Blue- 
print to Profits.’”” Address your request 
to Company Promotion Department. 


HERE ARE TWO EXAMPLES OF HOW ‘/MECHANIZED SELLING’‘ BUILT PRODUCT RECOGNITION 
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Mechanized Selling, consistently applied, paid off for this 
manufacturer of air-conditioning equipment, whose use 
of business paper advertising was followed, step-by-step, 
with a gain in product recognition. 


From obscurity to an enviable position in the flooring 
business . . . that’s the record of a company whose man- 
agement hept increasing their advertising investment in 


trade media even when they were oversold. 
‘ 


McGRAW-HILL PUBLISHING COMPANY, INC. 


330 WEST 42nd STREET, NEW YORK 18, N, Y, 
(ABP-ABC) 
BUSINESS 
1merFoR MATION 


Beaspavuanrenrs susiness 
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advertising 


| 


in business | papers 


J 


f 
October volume 10.3 (in pages) over 1950 


_1951_ | 950 


Grand total 33,908 


Year-to-date / volume 7.5 (in pages) over 1950 


=. = 


Grand total 307.076 285.690 


pages 
Industrial group 1951 1950 
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Industrial group 


volume 


_page change |_%s change 


__1950___ page change | 


pages 
1951 1950 


Advertising volume rises 
for tenth consecutive month 


® ADVERTISING voLUME hit another 
new high in October. The 262 busi- 
ness papers reporting to INDUSTRIAL 
MARKETING carried 33,908 pages of 
display advertising last month 
3,176 more than in October, 1950 
for a gain of 10.3% 

It was the tenth consecutive 
monthly rise this year. The cumula- 
tive figures are up, as well. An in- 
crease of 7.5% is the highest this 
year 21,386 pages above 1950 

Industrial papers, 156 reporting, 
gained 2,552 pages in October, or 
13.8%, with a year-to-date increase 
of 18,989 pages, or 11.2% Seven 
product news publications are up 
300 one-ninth page units in October, 
with a gain of 11.8% for the year 

Among trade papers, 54 publica- 
tions gained 70 pages or 1.1% for 
the month, with a loss of 1,424 pages, 
or 2.4%, for the year 

The 27 class papers gained 5.6%, 
or 154 pages in October; 4.6%, or 
1,127 pages for the year. The 18 
export publications rose a round 
100 pages last month, or 10.6%, with 
a total gain for the year of 170 
pages, or 1.6% 





pages 
1951 1950 
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HAILWAY AGE 
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the 1952 Edition of the 
ANNUAL REVIEW and OUTLOOK NUMBER 


+ +++. reviews the record of 1951 railway operations 
+++++ reports year-end railway statistics for 195/ 
»++e+ forecasts the trends and outlook for 1952 


FOUNDED 





Each year RAILWAY AGE presents this invaluable reference record, 
giving in detail: (1) railway operations in statistical form; (2) review of 
the previous year’s record; and (3) a forecast of the trends and out- 
look indicated for 1952. 


Steadfastly recognized throughout the railway and railway supply 
industries as their most valuable single ready-reference volume, this 


January 14, 1952 issue affords advertisers a natural opening foray for 
their 1952 sales campaign. 


Railroad men around the country look for, save, and refer to this 
authoritative reference volume throughout the year. No other publi- 
cation serves the railroad industry as a whole, and railway manage- 
ment specifically, as thoroughly and reliably as does RAILWAY AGE. 


Look at a copy of the 1951 Number. ..ask any railway management 
man how well he liked it...and you will learn firsthand how well 
thought of and fingered-through is this issue of RAILWAY AGE— 
the Annual Review and Outlook Number. 


Place your lead-off sales message—geared specifically to management 
throughout the railroad world—in this January 14, 1952 issue. Your 
nearest RAILWAY AGE representative will be glad to assist you. 


Remember—the final closing date is December 24th. 


Product news group 
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1951 1950 


pages 


pages 


1951 


1950 


Product News Group 


Maintenar 


pages 
1951 1950 


pages 
1951 1950 


Class group 


Advertising Age (w.) (10%x14) 
American uneral Director 

American Hairdresser 
American Restaurant 


Bank 








The quickest, 


most direct route to the 


men with buying influence in the 


steel fabricating industry is through 


Steel Processing 


the engineering and operating authority for the processor of steel 


If your sales efforts are directed to the officials 
of forging, pressworking and heat treating 
operations, Steel Processing can do the job 
quicker and with greater saturation. No other 
trade magazine in the field offers more 
economic and yet thorough coverage of this 
enormous market. 


With careful auditing of circulation (CCA), 
over 8,000 copies are distributed monthly to 
plant executives, managers, production mana- 
gers, master mechanics, foremen, metallur- 
gists and purchasing agents. 


Presented in shop language, Steel Process- 


ing is written exclusively for the processor of 
steel. Use the straight line that reduces the 
distance between you and your prospects... 
STEEL PROCESSING! 


Use it regularly! 


Steel Processing 


Published by 


STEEL PUBLICATIONS, INCORPORATED 
4 Smithfield Street Pittsburgh, Pa. 


November 1951/88 
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Which ad 


attracted 


more readers? 





Tips vs. Stages 


® OF THESE TWO conveyor ads in 
the same issue of Power, one pulled 
nearly three times as many casual 
readers and four times as many 
thorough readers 

By many standards, both were 
good ads. But an important factor 
undoubtedly influenced the start- 
ling difference in readership the 
audience of Power. How? Which 
ad scored higher as a result? For 


the answer, see page 116 
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track boppers to siles 
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handling coal from siles through dryer lo bunkers 


New power plant dries its own coal! 


Dew. South Matton attitzrs wet low 
erade Dilemmees with LIVA BELT equipment 


LINK/©>BELT 


A 


TO ELEVATOR BELT USERS 
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PENTON'S | 
FOUNDRY | 
List | 


1951 - 1952 





Penton’s census of the entire foundry industry in the U. S. A. and PRICE: 
Canada is the only one of its kind available. This continuing study 
was started in 1900 and has been made every other year since then. $75 
Complete information is compiled in PENTON’S FOUNDRY LIST. 


This is the list upon which FOUNDRY’S circulation is based— 
coverage no other publication can give you in this mass-production 
market. Of the 5,867 foundries in the U. S. A. and Canada, 
FOUNDRY reaches 5,338—91% of the total number. But figured by 
size of foundries—FOUNDRY reaches 96% of the total melting 
capacity—96% of the industry’s buying power. 


IMMEDIATE DELIVERY 


Here is a powerful force with which to back up your advertising to 
the foundry market. This information in the hands of your sales 
department will pinpoint your prospects and guide you to big sales 
opportunities in a market that’s going places. 


Helping You Sell To Foundrymen SSS 3005) 


WHEREVER METALS 





Reaching every foundry employing over 50... and 86% of all others / A Penton Publication, Penton Building, Cleveland 13, Ohio 
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THIS’Is A GOOD PLAC 
ETO DO 
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USINESS WITH AMERICA’S 
BIGGEST | 
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Advertisers ... seeking 
J ~~ 





ce; 


 _ PROOLK! — of readership 


7 
' of metalworking magazines... 


show consistent liking for the proof 


American 
ETHEL 


-+. can give them.>* 


Again in 1951...as in many years past ‘ 


‘ ...suppliers to Metalworking, and their agencies, 


are endorsing the great sales power of this magazine 


with the advertising investment 


entrusted to any metalworking publication in the world. 


* Among leading metalworking magarines, ONLY American Machinist 


continues to offer you the proof of reader interest eine Ye @ growing, 
oll-poid circulation . . . now over 28,300 


American Machinist is alsd the oWty meétatworking magazine to give you 
the certain, odvediicer<outrotied PROOF of readership available to you 
in the Advertising Resecrch Foundation's s.udy of the Audience and 
Readership of American Machinist 


Compare American Machinist's all-paid growing, management-concen- 
trated circulation. Study the excitingly high and thorough readership 
this audience gives to American Machinist, os revealed by the ARF 
Study. Then concentrate your 1952 advertising where the facts will show 
you you can buy the most in PROVED advertising volue 


sales promotion 


Fire Ea e° ; Mo ti lispfcy by pressing Seamd Blaster .. New sales dem 
nv me | hes a a | oF. GA ot: ers lets customers test-clean samples 





exhibits / motion pictures 





New window, sales room displays 


allow customer to ‘try it out’ 


® TWO INDUSTRIAL SUPPLIERS have 
inaugurated product demonstrations 
into the act 

Owens-Corning-Fiberglas Corp., 
Toledo, devised a display that shoots 


a flame at a fragment of Fiberglas 


that get the customer 


to demonstrate that it is fire- 
Placed in the 
downtown office building, the dis- 
could be 


who 


fabric 


window of a 


pr oof 


play operated by any 
finger 


the 


passer-by pressed a 


against a designated spot on 
window glass 

When the passer-by 
window, a mock devil opened his 
mouth to spout flame which envel- 
oped the Fiberglas fabric. The de- 
vice operates by means of a thermo- 
When a per- 


spot the 


pressed the 


couple arrangement 


touches the right on 


son 
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heat from his hand gen- 
erates a small electric current, set- 
ting off the reactions that produce 


window 


the flame 

The display was a perfect tie-in 
with Fire Prevention Week, spon- 
sored annually by the Toledo Cham- 
ber of Commerce. Besides calling 
attention to fire prevention, the dis- 
play aimed at selling the customer's 
customer for the company, which 
sells Fiberglas yarn to textile manu- 
facturers 

Included in the which 
carried a sign, “Convince yourself 
that Fiberglas does not burn,” was 
an array of other non-combustible 


display, 


Fiberglas products, such as acousti- 
cal tile, dramatized with a flasher- 
light arrangement. 


ideas 


booklets / direct mail 


slide films / sales helps 


nstrat) 


Above 


Pangborn Corp., Hagerstown, Md., 
maker of blast cleaning equipment, 
invited “customer participation” by 
opening a new 58x60’ sales demon- 
stration room at the company plant 
to which customers were invited to 
bring samples of work to be cleaned 
by Pangborn equipment. The room, 
which contains working units from 
the company’s complete line, is thus 
designed to permit the customer to 
observe and compare equipment to 
help in deciding which is best suited 
to his needs, and to study how to 
adapt equipment to his own produc- 
tion processes 


Equipment on display ranges from 
a 15-ton Rotoblast monorail instal- 
lation . . used by automobile manu- 
facturers to blast clean as many as 
240 engine cylinder blocks an hour 

. to a 90-pound miniature adapta- 
tion of Hydro-Finish, a liquid blast- 
ing process that can be used on 
materials as delicate as wrist watch 
gears 
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Pyro pushes industrial service 
with a precision-built toy 


A long list 


a shot at sex 


of industrial buy 
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when 
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Hungry trade show visitors 
ere target of new promotion 


Trad 
ventioneers in Chicago can promote 
their companies 

a booklet 
in Chicago 

The booklet 
pared and distributed by 
Products Corp 
1950 


show exhibitors and con- 


with a new 


“Where 


service 
entitled to Eat 


originally was pre- 
Dieterich 
Michigan City, Ind., 


Automotive Service In- 


chemicals 


McNett Co. d 


great resistance to is plentiful 


hours. John i the jot 


dustry Show. The 30-page booklet 
is a directory of Chicago restaurants, 
including ratings 

Dieterich has offered samples of 
the booklet and name of the printer 
Other 


own 


with the plates upon request 

can print their 
the booklets without 
charge, except for printing, if they 
properly acknowledge the copyright 


companies 


names on 


Puts pepper in promotion 


Union Carbide & Carbon Corp.’s 
Pyrofax Div., New York, which sells 
gas tu industry, is distributing to its 
shaker 
set which is a miniature replica of 
the gas cylinder. The 
novelty, molded of Bakelite Styrene, 
was produced by Lawson & Lawson, 
New York 


customers a salt and pepper 


company’s 





The Man Who Hates “‘Desk Jockeys” 


pening, they can best be of service to refining men 


Unlike those of us who, of necessity, are swivel-chair 
pilots, Virgil Guthrie has a modus operandi that 
makes it mandatory for him to be on the move. 
“Guth”, editor of Petroleum Processing and a 
veteran of 35 years in reporting refining activities, 
found out long ago that the way to ferret out 
accurate technical and marketing information in 
the petroleum refining industry is to be “on the 
spot”. And, like Guthrie, Petroleum Processing’s 
entire staff, the largest and most experienced edi- 
torial staff exclusively devoted to the specialized 
interests of oil refining, believes that by being 


present where the things they write about are hap- 


evervw here. 

That's why refining men accept Petroleum Process- 
ing as their source of accurate information on tech- 
nical developments in the industry and for complete 
and expert analyses of market trends. That's why 
these men, key buying factors 
in this market, will read your 
message . . . if it’s printed in 
the pages of Petroleum Process- 
ing, the publication that’s edit- 
ed by experts, for experts in 


the refinery industry. 


THE BEST-READ REFINERY PUBLICATION 
REACHING THE MOST REFINERY READERS 


A Platt Petroleum Publication 


Headquarters, 1213 W. Third St., Cleveland 13, Ohio . . . Offices in New York, Chicago, Philadelphia, Houston and Los Angeles 
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employe communications 


public relations 


by Robert Newcomb 


and Marg Sammons 


GE’s weekly newspapers 
feed fact-hungry workers 


@ IF THERE IS A MEANS of employe 
communication not being used at 
Electric the 
would be very glad to hear about it 

GE trys to make jobs better by 


General company 


giving employes the information 
they want about their jobs and re- 
lated matters. In daily contacts, su- 
pervisors pass such _ information 
along to the workers, and in return 
get workers’ comments on company 
policy, plans, and operations 

Plant employe newspapers cove! 


the news fast often on a weekly 
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basis. Meetings are held whenever 
they are needed to explain changes 
in business conditions, benefit plans 
and matters of major concern to em- 
ployes. In these, and in many other 
ways, GE’s managers and super- 
visors strive to make jobs more fully 
satisfying 

The single-plant 
with a monthly employe publication, 
bulletin boards and perhaps a news- 
letter to worry about, is left gasping 
at what he first considers the gigan- 
tic and confusing communications 


communicato -, 


Industry’s relations with 
Employes/ Stockholders 
Distributors/ Suppliers 


Neighbors 





\Y 


system at GE. It's gigantic enough, 
but there isn’t anything confusing 
about it. If ever a program was 
worked out on a simplified basis, 
built to make sense from the bottom 
up, this is it 

The story of GE’s “news opera- 
tions” is a text for anyone in the 
field to read. Over the past four or 
five years, GE has been probing 
deeply into the matter of its em- 
ploye publications. There has been 
a lot of experimenting and testing in 
the editorial sanctum of GE and out 
at the plants among the works edi- 
tors. Out of it has come a new 
philosophy which has made GE's 
works papers a vital part of a new 
and vigorous employe relations pro- 
gram. This is the report on that 
program 

Following the wave of strikes in 
early 1946, GE was among the lead- 
ing companies affected to ask itself, 
“Why is it that industry, over the 
years, has done such a tremendous 
job of satisfying its customers and 
stockholders, and at the same time 
failed so miserably in satisfying its 
employes?” 

This rare and commendable soul- 
searching by management resulted 
in a job package that the company 
believes includes nine benefits: 
good wages, good working condi- 
tions, good supervision, a chance to 
get ahead, job security, respect, rec- 
ognition, full information about the 
job, general job satisfaction. Today 
GE attacks vigorously the many in- 
dividual problems that must be 
solved in order to make possible 
these benefits for every one of its 
employes. It’s a large order and 
not every hit is a home run. But 
the day-in, day-out effort is there. 

That effort is clearly shown in the 
various weekly works newspapers. 
For the past three years the editors 


continued on page 65 
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Sweet’s Catalog Service 


Sweet's is an organization of catalog specialists who stand 
ready to give you expert assistance in any part of your 
catalog work or, if you wish, to handle your entire catalog 
operation. Sweet's services fall into three categories: 


1. catalog design (content and format) 

2. catalog production (mechanical work and print- 
ing) 

3. catalog distribution (individual or pre-filed 


Note: The term pre-filed designates the procedure by which mon 
vfocturers’ catalogs ore distributed, bownd and indexed in 
MACHINE TOOL CATALOGS 


These services are available either singly or in any com- 
bination desired. 


three types of contract 

For clients’ convenience, Sweet's services may be ordered 
in any of three woys. One type of contract is for those 
who wish their catalogs to be distributed individually. 
The other two offer combined services to those who pre- 
fer pre-filed catalog distribution via MACHINE TOOL 
CATALOGS. 

1. custom contract—covering any or all of Sweet's 
services, excepting pre-filed distribution, at quoted 
charge. 

. PYO (Print-Your-Own) contract —covering speci- 
fied catalog design and pre-filed distribution ser- 
vices, at fixed charge. Does not include production 
services. 

. complete service contract — covering specified de- 
sign, production and pre-filed distribution services, 
at fixed charge. 


catalog design services 


Catalog design by Sweet's is far more than layout and 
artwork. It embraces every factor which helps convey in- 
formation from the printed page to the mind of the pros- 
pective buyer. 

One of the principal elements of good catalog design is 
organization. Each manufacturer's catalog presents a 
specific organization problem. A correct solution results 
not only in a clearer and more convincing presentation 
but also in economy of space. 

Every facility for catalog design, from the blank paper 
stage to the completed dummy, ready for printer, is avail- 
able to clients of Sweet's Catalog Service. Clients may 
order any or all of these catalog design services, as their 
needs require. Clients whose catalogs are to be distributed 
in pre-filed form via MACHINE TOOL CATALOGS are en- 
titled to design service at no extra charge. 


individual needs receive individual treatment 


Sweet's design department is staffed by experienced con- 
sultants, technical copy writers, draftsmen and artists. On 
motters of catalog design, your main personal contact 
with Sweet's is through the consultant, who receives from 
you an outline of the job to be done and makes sugges- 
tions on the means of its accomplishment. After general 
agreement on the procedure has been reached, the de- 





tailed work is assigned to a team of copy and layout men 
who execute your orders under the consultant's super- 
vision. 

Sweet's has successfully fulfilled catalog design assign- 
ments with nothing to work with but the product itself 
starting without descriptive literature, photographs or 
drawings. In other cases, the desired result has been 
reached simply by the reorganization and editing of exist- 
ing catalog material. 

Your individual requirements, whatever they may be, re- 
ceive individual treatment by experienced people, spe- 
cially trained for this work. 


catalog production services 


Because of the great number of manufacturers’ catalogs 
handled, Sweet's can offer the economies of quantity pro- 
duction with no sacrifice of quality. Sweet's will take com- 
plete charge, if desired, of the execution of orders for 
drawings, photographs, engravings, composition, plates, 
printing and binding. 


production procedure under various contracts 
Custom contract—production services on catalogs in- 
tended for individual distribution are ordered as desired 
at individually quoted charge. 

PYO (Print-Your-Own) contract—production is handled 
by client and printed catalogs are delivered to Sweet's 
for pre-filed distribution. 

Complete service contract — Sweet's supplies type com- 
position, printing and binding for pre-filed distribution. 
Client supplies other production services such as draw- 
ings, photographs, engravings, etc., or may order them 
from Sweet's at prevailing rates. Individually bound 
copies of pre-filed catalogs also may be ordered at mod 
erate cost. 


catalog distribution services 


Manufacturers’ catalogs distributed to the machine tool 
market by Sweet's are delivered to selected organizations 
and individuals representing the bulk of the buying 
power. Sweet's follows an elaborate and painstaking pro- 
cedure in maintaining an up-to-date record of the most 
important concerns and of the individuals in them who 
have real, rather than nominal purchasing influence. A 
full-time staff carries on this important market analysis 
continuously. 

Sweet's services are available for either of two types of 
catalog distribution — individual or pre-filed. Although 
each type offers the same market coverage, the pre-filed 
method has the advantage of keeping catalogs on hand 
at the receiving end, thus enabling clients to control the 
performance of their catalogs after they arrive in pros- 
pects’ offices. 


individual distribution 

to the machine tool market 

Clients of Sweet's who wish to distribute their catalogs 
individually may either purchase the distribution list com- 


piled by Sweet's or use Sweet's mailing facilities to send 
their catalogs to the people whose names appear in the 
list. 


pre-filed distribution 
to the machine tool market 


Under this system, clients’ catalogs are distributed to 
qualified prospects permanently bound and indexed in 
MACHINE TOOL CATALOGS. In other words, the catalogs 
are filed before they are distributed. This simple reversal 
of procedure insures the accessibility of catalogs in pros- 
pective buyers’ offices at all times. 

filing—Catalogs distributed in MACHINE TOOL CATALOGS 
are filed in sections according to types of equipment, to 
facilitate finding, comparison and selection. Within each 
section, catalogs are filed alphabetically by clients’ 
names. 

indexing — Each client's catalog is indexed under (1) 
company name, (2) products or services described or 
illustrated and (3) trade names. So whatever the prospec- 
tive buyer's line of approach, he will be guided at once to 
the catalogs that will give him the buying information he 
needs. 

Printed distribution lists are supplied to clients whose cat- 
alogs are distributed in pre-filed form in MACHINE TOOL 
CATALOGS. 


distribution schedule — 
MACHINE TOOL CATALOGS 


number 
of plants 


approximate 


classification distribution 





Furniture ond Fixtures 150 200 
Fabricated Metal Products 2,000 
Machinery (except electrical 2,600 3,200 
Electrical Machinery 1,050 
Transportation Equipment 900 
Instruments 350 
Miscellaneous 400 





Tote! Manutacturing Plonts 7,450 


Railroad Shops 200 
Schools and Libraries 300 
Government offices 500 
Clients’ Checking Copies 400 


* Reserve for future “Timed” distribution 500 


Total 12,000 





Individuals covered are those who, regardless of title, are 
important in the selection and purchase of machine tools 
and related production equipment—primarily production 
engineers and executives. When required for adequate 
coverage of buying power in the larger, more depart- 
mentalized plants, distribution includes such specialists as 
tool engineers. 


* Following the initial distribution of MACHINE TOOL CATALOGS to 
selected offices at the time of issuance, additional copies are for 
warded throughout the ensuing year to newly qualified offices rep 
resenting important new buying power. Thus, the distribution of 
monufacturers’ catalogs by Sweet's is a continuous operation which 
assures coverage of the active market 





service charges—machine tool market 


The charges quoted below apply to catalogs printed in 
black plus one extra color throughout. Charges for cata 
logs of other color specifications, on request 

Complete service charges include catalog design, pro 
duction and distribution of 12,000 copies to the machine 
tool market via MACHINE TOOL CATALOGS 

PYO (Print-Your-Own) service charges include catalog 
design services and distribution of 12,000 copies to the 
machine tool market via MACHINE TOOL CATALOGS 
(P)reprint charges include production of 5,000 extra 
copies, individually bound, of client's catalog handled 
under complete service order. Charges for other quan 
tities, on request. 


Machine Tool Catalogs 
SWEET’S CATALOG SERVICE 


119 West 40th Street, New York 18, N.Y. LOngacre 3-0700 
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of these newspapers have mapped 
out certain areas of this whole, 
broad employe relations program as 
their own prime responsibility, and 
are pioneering in putting this new 
philosophy to work in their publica- 
tions. To understand them clearly, 
one should examine the objectives 
one by one, together with some of 
the means by which the objective is 
being achieved in each case. 

Objective No. 1 is “to give em- 
ployes information on management’s 
objectives, plans, problems, successes 
and failures.” This is one of the types 
of information GE employes have 
already clearly indicated they want 
from the company, and one of the 
types the company feels employes 
are entitled to have. Here the pub- 
lications attempt to dispel some of 
the normal doubts and fears that 
surround a man’s job. To do this, 
GE turns to a mass medium of the 
employe newspaper type, and here 
are highlights of some of the ways 
it is done: 

The works newspapers use the 
front pages for news, not for fea- 
tures. Some of the news may not be 
good news (“Strike in Ohio Threat- 
ens 200 Jobs at Local Plant”), but 
GE reasons that people want the 
facts, not the rumors. 

Another front page item, of the 
rumor-squelching variety, concerns 
an arbitration decision regarding 
seniority provisions. The readers 
got it first from their own works 
news, and they got it straight. An- 
other story assured employes of 
steady employment during a change- 
over. The editors present the facts, 
as management sees them, and try 
to present them first . . on such 
topics as layoffs, hourly rates, vaca- 
tion schedules, etc. The editors 
avoid editorializing on the news 
pages. 

The editorial pages are built on 
the supportable conviction that em- 
ployes want to know what the boss 
thinks. The editorials themselves 
are direct, sometimes blunt. They 
pussyfoot about nothing. Employes 
may not always agree, but the edi- 
torial pages command respect. 

The works papers use many hu- 


Mumblow . . 
in the communications f 


Employes are busy, too. . 
so he says it with pictures 


® IN THE FieLD of employer-em- 
ploye communciation, the employe 
publication division is the largest. 
More than 6,000 industrial editors 
are scattered throughout the U.S. 
and Canada. 

The typical editor operates in a 
single plant, and most of his readers 
are within walking distance. If he’s 
a good single-plant editor, he knows 
most of his readers by name. 

This is not the happy lot of Milton 
E. Mumblow who, as director of 
General Motors’ employe publica- 
tion section and editor of its "GM 
Folks,” reaches 500,000 employes 
and dealer employes a month. In 
addition to “GM Folks,” Mr. Mum- 
blow also supervises the GM “Ex- 
ecutive Bulletin,” the corporation’s 
information rack service, annual em- 
ploye report and special publications. 

His is strictly a multiple-plant 
operation. He has a talent for 
translating this big business of the 
corporation. Through the publica- 
tions he directs, he throws a blan- 
ket of mutual interest over 500,000 
readers and tucks in the corners to 


keep them happy. 

He set out after his formal school- 
ing in Chicago as a clerk and pay- 
master on construction jobs, from 
New Mexico to Canada. Later he 
helped in the pioneering of electric 
welding on steam boilers and com- 
pressed air tanks. But he’s a pho- 
tographer at heart. When motion 
picture photography was still fairly 
new, he became a cameraman and 
made several films . . five-reelers 
and two-reel comedies. 

He moved to Kansas City, worked 
productive hitches with the news- 
papers as a photographer, and when 
Alfred M. Landon looked like presi- 
dential timber, Mr. Mumblow joined 
up to handle press photographic 
coverage of Mr. Landon all through 
the campaign. He was chief of the 
photographic staff of the Daily Okla- 
homan in Oklahoma City when GM 
flagged him in. 

Mr. Mumblow brought a new 
philosophy to industrial journalism: 
that the employe is busy, too, but 
can be reached with pictures. The 
hitch was that the pictures had to 
be good. Mr. Mumblow demanded 
the best human interest pictures in 
“GM Folks” and still does, which 
is why the publication has an amaz- 
ing depth of readership not only 
within the far-flung GM empire, 
but among complete outsiders who 
form a kinship with GM simply by 
looking at the pictures and soaking 
up the easy-to-read copy. Sim- 
plicity in industrial journalism is a 
high art, and Mr. Mumblow long 
since has earned his doctorate. 

At management conferences dur- 
ing the past several years Mr. Mum- 
blow has described the expanding 
services of the employe publication 
as a communications device of man- 
agement. He has built many a fire 
under the easy chairs, and the oc- 
cupants have quite often sprung 
into action. 


man interest pictorial features. 
These are hitched to employe per- 
sonalities and employe interests, and 
help keep the publications on a 
“family” level. In the “rumor and 
information clinic,” the employes 
speak their piece in print (anony- 
mously) and the plant manager re- 
plies. Some of the hot potatoes 


handed these plant managers would 
make less courageous managements 
wince at the thought alone. 

Try some of these out on the 
upper echelons the next time you 
meet in the hall: “Are colored em- 
ployes to be laid off?”; “Is the Ku 
Klux Klan active in the plant?”; “Is 
“Works News’ an anti-labor paper?”; 
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PLANT ENGINEERING is made-to-order for 


the manufacturers of industrial equipment who want 
to pinpoint their sales and service messages on one 
of the key buying groups—the men with the plant 


engineering function. 


With a circulation of 32,100 (CCA) it is the only 
publication edited for and distributed exclusively for 
the men that provide a vast and profitable market 
covering these activities and products: 


on cnet oO - 


USE AND 


Distribution and application of electricity. 


Illumination, communication, alarm, PA systems, 


Mechanical power transmission. 
Air conditioning, heating, cooling, ventilation, 
dust and fume control, refrigeration. 


Piping and accessories. 


Compressors, pumps, Diesels. 


Materials handling. 


General building and grounds maintenance. 


Installation, maintenance and layout of produc- 


tion equipment. 


Tools, welding, metallizing. 
Paints, protective coatings, errosion prevention. 
Safety, fire protection, sanitation, personnel 


service. 


Lubrication, lubricants, industrial fuels. 


Instruments, measurements and control. 


Ask Any of These 194 Advertisers How Plant Engineering‘s 


Barksdale Valves 

Barrett Division, Allied 
Chemical & Dye Corp 

Bassick Company, The 

Beaver Pipe Tools, inc 

Bell & Gossett Company 

Benjamin Electric Mfg 
Company 

Biackhawk Mfg. Company 

Biack, Sivalis Bryson, 
Inc. 

Boston Woven Hose & 
Rubber Co 

Bradiey Washfountain Co 

Brever Electric Mfg. Co 

Buda Company, The 

Buell Engineering Co 

Bulldog Biectric roducts 
Co 

Butier Engineering Co., 


nec 
Bryon Jackson Co. 
Canton Stoker Corporation 
Carborundum Company, 


The 
Cash Co., A. W. 


Chatillon & Sons, John 
Chesterton Co., A. W. 


Chicago Bridge & Iron Co. 


Chiksan Company 
Clarage Fan Company 
Clark Bros. Co., Inc. 
Clark Equipment Co. 
Cleaver-Brooks Company 
Cleveland Crane & 
Engineering Co. 
Cochrane Corporation 
Colorado Fuel & Iron 
Corp., The Wickwire 
Spencer Steel Div. 
Combustion Engineering- 
Superheater, inc. 
C-O.Two Fire Equipment 
Company 
Crane Co. 
Cullen-F riestedt Co. 
Dampney Company, The 
Darling Vaive 
Manufacturing Co 
Dart Union Company 
Dayton Rubber Company 
Oempster Brothers 


Diamond Chain Company, 
Inc. 
Dodge Manufacturing 
or 


Dollinger Corporation 

Douglas Fir Plywood 
Association 

Oracco Corporation 

Dunham Company, C. A. 

du Pont de Nemours & 
Co., E. |. 

Ourametailic Corporation 

Dura-Tred Company 

Economy Engineering Co. 

Electric Controller Mfg. 


Co. 
Elliott Compan 
Elwell.Parker 
Co., The 
Erie City tron Works 
Eriez Manufacturing 
Company 
Fairbanks-Morse & Co. 
Federated Metals Division, 
American Smeiting and 
Refining Co. 


lectric 


Feedrail Corporation 
Fenestra Building 
Products 
Fiske Brothers Refinin 
Co., Lubriptate Division 
Flash-Stone Company 
Flexrock Company 
Fuller Company 
Gallaher Company, The 
Gartock Packing Co., The 
Gates Rubber Company, 


The 
General Electric Company 
Goodrich Co., The B. F. 
Goodyear Tire & Rubber 


Co. 
Gould-National Batteries, 
Inc. 


Goulds Pumps, Inc. 
Greene, Tweed & Co. 
Greeniee Tool Co. 
Grinnell Company, Inc. 
Gulf Oil Corporation 
Hall Laboratories 
Hercules Powder Co. 
Hough Co., Frank G. 


PLANT ENGINEERING—America’s 
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Gives Plant Engineers Their Own Publication 


Since its first issue in November 1947, PLANT ENGINEERING 
has recognized that the jab problems and product interests of this 
group are different from those of general business management, 
sales or labor relation men, financial executives and other well- 
defined groups in industry. It regards plant engineers and their 
associates as engineering executives. 


194 Companies, who select_Media with 
Care, Now Advertise Regularly in 
PLANT ENGINEERING 


Each month sees more industrial advertisers using 
PLANT ENGINEERING to deliver in one concen? 
trated audience the men which they formerly wer€ 
able to reach only as fringe readers through a comé 
y ; — : bination of several magazines. 

To conserve the time of its busy readers, PLANT ENGINEERING Ask any of the 194 advertisers listed below about thé 
also regularly publishes a Digest Section of extracts of significant superior values in coverage, visibility, tangible resultg 
articles in other publications and manufacturers’ house organs. 5 NS rates they get in PLANT ENGINEERS 
A complete Catalog section Maintenance Department and Library 


are other features of this, “the plant engineer’s own paper.” 


As will be noted from typical headlines on these pages, every 
article published in PLANT ENGINEERING gets right down to 
practical answers on everyday problems of heating, lighting, pump- 
ing, lubrication, and the many other services-to-production for 
which the plant engineer is responsible. 


One of our district managers will also be glad to telff 
you more about PLANT ENGINEERING and the bi 
wallop it can add to your particular advertising an 


Because PLANT ENGINEERING is focused 100% on a special- 
ized function of industry, it eliminates extraneous material that 
dilutes reader interest; enjoys top reader acceptance as shown in 
many independently-made publication-preference studies avail- 


able for your inspection. 


Plant Engineering 
TECHNICAL PUBLISHING COMPANY 


110 S. DEARBORN ST., CHICAGO 3, ILL. 


Publishers also of POWER ENGINEERING 


ILG Electric Ventilating 
Co. 


Insul-Mastic Corporation 

1-T-& Circuit Breaker Co. 

Jefferson Electric Co. 

Jeffrey Mfg. Co., The 

Jenkins Bros. 

Johns-Manville Corp. 

Joy Mfg. Company 

Keller Tool Company 

Kenco, Inc. 

Kentile, Inc. 

Kirk & Bium Mfg. 
Company 

Koiled Kords, Inc. 

Koppers Co., Inc., Tar 
Products Division 

Korb-Pettit 

Kuljian Corporation 

Lewis-Shepard Products, 


Inc. 
a geecometer Corporation, 
he 
Lovejoy Fiexibie Coupling 
Maguire Co., Inc., Walter 


Martey Co., The 

MB Manufacturing Co., 
inc., The 

Mercoid Corporation 

Metallizing Engineering 
Co 


Micro Switch 
Minneapolis-Honeywell 
Regulator Co. 
Mortell Co., J. W. 
Nagle Pumps, Inc. 
Niagara Blower Company 
Nicholson & Co., W. H. 
Norgren Co., C. A. 
Ohio Injector Co. 
Usborn Manufacturing 
Co., The 
Owatonna Tool Co. 
Pangborn Corporation 
Pittsburgh Coke & 
Chemical Co. 


Pittsburgh Pilate Glass Co. 


Powell Co., The Wm. 
Powers Regulator Co., 
The 


vW 


Concentrated Coverage Brings More Tangible Results 


Pritchard & Co., J. F. 
Proto Tools 
Pyramid Instrument Corp. 
Ramset Fasteners, Inc. 
Read Standard 
Corporation 
Reeves Pulley Company 
Remington Rand, Inc. 
Richards-Wilcox Mfg. Co. 
Robbins & Myers, Inc. 
Rohm & Haas Company 
Rome Cable Corporation 
Roper Corporation, Geo. D. 
Ruemetin Mfg. Company 
Sarco Company, Inc. 
Schneivie Co., Claude B. 
Sexauer Mfg. Co., J. A. 
Shepard Niles Crane & 
Hoist Corp. 
SKF Industries 
Skinner Co., M. B. 
Sly Mfg. Co., The W. W. 
Smooth-On Mfg. Company 
Snap-On Tools 
Corporation 
Sonneborn Sons, Inc., L. 


sales program. 
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400% Gain in 3 years 
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Speer Carbon Company 
Spencer Turbine Co., The 
Standard Oil Co. (indiana) 


Standard Pressed Steel Co. 


Sun Oil Company 

Superior Combustion 
industries, Inc. 

Swartwout Company 

Taco Heaters, 
incorporated 

Texas Company, The 

Thomas Truck & Caster 


o. 
Tide Water Associated 
Oil Co. 


Trane Co. 


Tremco Manufacturing Co. 


Troy Engine & Machine 
o. 
Trumbull Electric Mfg. 
The 


Tube Turns, Inc. 

Tubing Appliance Co. 

U. S. Electrical Motors, 
inc. 


United States Gasket Co. 
United States Gauge Co. 
Vacu-Blast Co., Inc. 
Velocity Power Tool Co. 
Viking Pump Company 
Wagner Electric 
Corporation 
Walworth Company 
Warren Webster & 
Company 
Wayne Pump Co., The 
Westinghouse Electric 


instrument Co. 
Whitney Chain Company 
Wickwire Spencer Stee! 
Division of The Colorado 
Fuel & tron Corp. 
Wing Mfg. Co., L. J. 
Worthington Pump & 
Machinery Corp. 
Wright-Austin Co. 
Yale & Towne Mfg. Co. 
Yarnall-Waring Co. 


Fastest Growing Industrial Magazine — 
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How 20 advertisers use 


color inserts in business papers 


Exclusive . . Techniques and reasoning 
behind the techniques of leading users of 
color inserts in business papers are told 
below. Several veteran users quoted here 
are revealing their methods and ideas on 
the subject for the first time publicly. 





®@ DIFFERENT ADVERTISERS use color 
inserts for different, and sometimes 
opposite, reasons but the major ones 
are 

1. Heavy paper inserts . . heavier 
than the publishers’ stocks will 
cause the book to flop open at the 
insert, an obvious attention-getting 
advantage 

2. Inserts give the advertiser 
complete control over the printing 


process, as well as the paper, used 
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often permitting more realistic or 
more striking color reproduction. 

This is substantiated by a survey 
of 20 outstanding users of color in- 
serts among industrial advertisers 
and agencies. The survey was con- 
ducted by mail by John B. Mannion, 
advertising manager, Austenal Lab- 
oratories, Chicago, for the purpose 
of documenting to his top manage- 
ment the uses and value of color in- 
serts. Mr. Mannion’s objective was 
to persuade management to embark 
on a campaign of color inserts. 

At the moment, he appears to 
have succeeded. But whatever the 
company’s ultimate decision, the re- 
plies to the survey are a valuable 
source of information on the aims, 
methods and results of users of in- 
sert advertising 

Confirming the advantage of 
heavier paper, E. M. Tarplin, adver- 


tising manager, Schenley Laborator- 
ies, Lawrenceburg, Ind., pharmaceu- 
tical house, said: 

“Naturally, our purpose in run- 
ning inserts is for extra attention 
and because, when the physician is 
reading the journal through, the ex- 
tra stock weight practically compels 
him to stop at the insert.” 

President A. H. Fensholt of the 
Fensholt Co., Chicago agency, ob- 
served: 

“A two-page insert, printed in two 
or more colors on 100-pound stock 
or heavier, offers an unusual bene- 
fit: the heavy stock tends to break 
the magazine, when opened, to the 
position of the insert. This is a 
reasonably good substitute for an 
outstanding, perferred position. In 
other words, if all preferred posi- 
tions, like front covers, back covers, 
or page one, are sold, a new adver- 
tiser can still get the benefit of a 
preferred spot by using an insert. 

“By virtue of its prominence and 
attractive appearance, a color insert 
impresses the reader. Therefore, it 
enhances prestige. 

“Speed is always a factor to con- 
sider in mapping an advertising 
campaign. Not only does an adver- 
tiser want to achieve prominence for 
his advertised product, but he must 
do it in a certain length of time. 

“Sometimes speed may not be 
vital. On the other hand, if a new 
product is brought out in an inten- 
sive competitive situation, it may 
become urgent to spread the news 
of the new product with great speed 
and with positive effectiveness. 
Conventional methods may be too 
slow. In newspapers, the usual 
stunt is to resort to large space. In 
magazines and business publications, 
it has been found effective to use 
inserts. 

“Thus, in planning an advertising 
campaign, the advertiser has two 
elements at his disposal . . time and 
money. If he has very little time, 
he must spend money fast. If he 
has plenty of time, he can spend his 
advertising money at a lower rate 
per month. You either spend time 
or you spend money.” 

Mr. Fensholt cited one client that 
has used inserts for 18 years to 
maintain prominence in a highly 
competitive field. Another client 
ran an insert several times in one 
publication to make an important 
continued on page 120 











and (hes is the Way To 


Reach It. ... mestebice 


two or three publications to reach executive, depart- 
mental and purchasing influences in the complex 


— Sie AILROADS 


FIVE YEARS AGO it was necessary to advertise in @) D b R Ny 


Today, veteran railroad supply men, progressive 
ad men and agencies recognize MODERN 
RAILROADS as the one publication which reaches 
ALL buying influences! 


There can be no other possible explanation for MOD- 
ERN RAILROADS’ truly remarkable ascendency to 
advertising leadership within six short years! This 
is not “claimed” leadership— it is based on advertis- 
ing growth (over 200 page annual increase in each 
of the past five years!) and on quantity, quality, va- 
riety and interest of its readers! MODERN RAIL- 
ROADS also leads in advertising revenue per issue— 
a reliable yardstick; but by any yardstick MODERN 
RAILROADS TODAY IS THE PUBLICATION 
WITH THE POWER TO SELL THE RAIL- 
ROADS! 
.. it’s BIG in format, Editorial Impact and Readership 


.. it’s Beautiful—write for sample copy and see! 
-. It's POWERFUL —use it, and know! 





ODERN AILROADS 


Ta ae ie) | ‘ s ' Avenue 201 North Wells Street fv AN aa 
MALLAS Not 


PASADENA HICAGO 6, ILLINO! 








How extra profits 
can cut your tax rate 


@ Here is how present tax rates for 195) 
affect advertising commitments and cal- 
culations . . what we risk when we spend 
a dollar for advertising: 


Every dollar of profit is reduced by the 
same tax rate which has reduced the risk 
in the advertising outlay. Then a peculiar 
result comes to the advertiser: increased 
profits can either increase his rate of tax 

. or cut it. If he gets enough profits out 
of increased advertising . . that can send 
his rate of tax from 77% down to 62%. 


It works this way. The excess profits 
tax rate is 77% on income in excess of the 
excess profits tax credit. but the maximum 
over-all corporation rate . . normal, surtax 
and excess profits tax . . is 62%. 


Therefore, until a corporation's over-all 
tax reaches the maximum 62%, it will pay 
an excess profits tax of 77% on every dol- 
lar of profit earned in excess of its excess 
profits tax credit. After it reaches the 
maximum. additional dollars will be taxed 
at the maximum rate of 62%. 


Today’s cheap advertising dollar 


.. is it fact or fancy? 


By Borden Putnam 


® THE CHEAP ADVERTISING dollar is 
not a new subject. It comes up every 
time we have a period of high taxes 
The term is generally interpreted to 
mean that dollars spent for adver- 
tising are cheap because if you don’t 
spend them you pay a high tax and 
little left. Conversely, 
such dollars spent now buy a dol- 


have very 


lar’s worth of space but cost the 
purchaser net of taxes as little as 
23« and you might as well make 
that 18c under the new law 

Does this mean that advertising 
should be used on the theory that 
space can be bought for less than it 
is worth? 

The answer is an emphatic no 
advertisers are intelligent enough to 
resent any such argument. 

Wasteful advertising is never good 
advertising for the advertiser or 
the publisher. Now, more than ever, 
the rules of good business manage- 


ment must be observed and the most 
fundamental rule is that you must 
not spend needlessly or without re- 
ceiving full value 

Whether the dollar that is spent 
in advertising is a 100-cents dollar, 
a 23-cent dollar or an 18-cent dollar 
is not important. Advertising is 
vital today! And besides . . 
ness can forget for a moment that 
the profit from advertising usually 
bears the same tax rate as the cost 


no busi- 


that is deducted. It is just as cheap 


or expensive as the tax deduction 


Advertising Deductible . . Adver- 
tising is always a deductible expense 
for all kinds of taxes if you are 
trying to sell. This can best be 
illustrated by looking at our experi- 
ences with tax deductions for adver- 
tising the last time we had an excess 
profits tax in World War II. De- 
ductions allowed were many times 


what they were in prewar years 
(since costs boosted normal adver- 
tising outlay way up, even without 
increased space or time). 

Deductions were permitted for: 

1. Companies with nothing to sell 
who wanted to maintain position 
with large gobs of institutional copy 

2. War babies who wanted to plug 
their products in the hope of post 
war sales (sometimes that was new 
stuff developed while working 100% 
under government contracts) 

3. War plants which started out 
on brand new lines never before 
manufactured by them in the pre- 
war period 

4. Brand new 
started up and wanted to push their 
war developed lines 

I do not know of a single instance 
in which there has been a denial of 
tax deduction when a company was 
trying to sell. Even when so fully 
committed to military work that it 
had nothing immediate to sell, it was 
entitled to a tax deduction for copy 
trying to sell in the future. This is 
an ordinary expense of maintaining 
a productive asset for present or fu- 
ture use. It’s like paying watchmen, 
carrying insurance on an idle plant, 
and cleaning and oiling idle equip- 
ment 

If we keep the advertising outlay 
related to an economic result, we 
will always be OK'd by our govern- 
ment. 

There are advantages in setting 
up or maintaining a vigorous and 
aggressive advertising policy at this 
time apart from our need to 
stimulate advertising in a national 
crisis to increase national produc- 
tion. They are: 

1. By risking cheap tax dollars 
you can readily buy bigger profit 
margins. 

2. Increased profits . . by adver- 
may bring you into a lower 


companies that 


tising . 
tax bracket. 

3. A reserve of additional volume 
may be built up by deductible ad- 
vertising expenditures 

4. Stability of earnings for tomor- 
row may be insured by building 
customers today 

5. Using cheap advertising funds 
underpins the value of stocks to the 
stockholders. 

Can you buy bigger profits with 
cheap risk dollars? Advertisers are 
never philanthropists. They're not 





are focused on chemical week 


Things happen fast in the Chemical Process Industries. . . 

like new wonder drugs, plastics and synthetic fibers . . . 

like capital spending, doubled in.two years. 

And in America’s most upsurging industry, 

keeping up with the news is vital to top-level decisions. 

That’s why CHEMICAL WEEK, 

with swift coverage of developments affecting management affairs, 
draws the largest executive audience in the field. 

It’s chemical management’s own magazine. 


With accent on business interests, 

CHEMICAL WEEK provides a service unique among process publications. 

That’s why alert industrial marketers are turning to CHEMICAL WEEK .. . 

to create a preference among business-minded men 

active at the buying level. 

CHEMICAL WEEK sells . . . and keeps sold . . . management men who often specify, 
and always approve, purchases of equipment, materials and supplies 

in America’s largest industrial market. 


\ 


| Chemical. _ 


MANAGEMENT MEN ARE TALKING ABOUT... eek— 


A McGRAW-HILL PUBLICATION, McGRAW-HILL BUILDING, NEW YORK 36, NEW YORK 
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going to spend 23-cent dollars un- 


less they hope to get the money 

back with some profit 
Much than this 

volved! Here's why 


When 


its advertising expenditure, it 


more ean be in- 
a going business increases 
can 
get greatly expanded (taxed) profits 
First 
of sales picks up a share of 
Second 
dollars of 
Third, 
in this way additional sales become 
More, 
can be 


for these reasons each added 
dollar 
the fixed costs of business 
this makes all the earlie: 
sales a little more profitable 
very much more profitable 


and more, and more money 
spent to get them 

Tackle this point with an example 
the 77 
bracket. Its advertising expenses are 
8°. of its sales. It decides to spend 


$50,000 to go after $500,000 of addi- 


of a company in tax 


volume. The expenditure is 
deductible. So only $11,500 is put at 
risk 

Its break even point has already 
On its 


on sales 


tional 


been comfortably passed 
present volume it nets 12 
But on its next $500,- 
net 30 if 


10 So 


before taxes 


000 of volume, it can 
advertising to get it costs 
then if it succeeds in its effort to up 
sales by $500,000, it 
net $150,000 before taxes, for 


$50,000 


will increase its 
a gross 
There 
will be an increase in net profit after 
$34,500 for a risk of 


on the advertising expendi- 


advertising cost of 


taxes of net 


$11,500 
ture 


Since its fixed charges are cov- 


ered by present volume, here's the 


way this works out 


Sales and costs now 


The after tax cost has made the 
advertising cost a good risk against 
The widening 
margin covers risk quickly 


the after tax profit 
profit 


Building Reserves . . One thing 
we cannot do is deduct reserve for 
future advertising or future adver- 
There 


without a definite outlay for serv- 


sity can be no deduction 
ices 

We can't get a deduction for 
. but 


if we spend today to create business, 


re- 
serves set up for the future 
two advantages. First, as 
the 


we get 
already pointed out, risk is 
cheap and can give good results in 
stepping up the net profits 

More important, spending today 
may be the method to build a quasi- 
If we spend today to build 
volume plus customer approval 
if our effort with these 


cheap dollars is applied to carry the 


reserve 
promotion 


volume as high as possible, we have 


the best possible cushion against 


loss 
Profitable high volume is the best 
cushion against the point at which 


business declines 


Earning Stability . . There are re- 
peated instances where advertising 
has made a company better known 
better 
known company has a value in the 
stock market which is a higher mul- 


to the public where the 


tiple of its earnings than a less well 


known company 

For example, 
Duncan Electric, Minneapolis- 
Honeywell and Johnson Service, are 


Westinghouse and 


Budgei for next 
$500,000 of volume 





Dollars 


$1.000 


Net profit 





This is the normal case where ad- 
ditional volume can be handled with 
and without in- 


The risk of 


advertising money, cushioned by the 


present capacity 


creasing fixed costs 


tax deduction, can bring in a more 


than normal profit 
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% to sales 


Dollars % to sales 


$500 


in the same industry and pay about 
the same dividend. But the securi- 
ties of the better known companies 
sell at a much higher price 

We can reasonably attribute this 
difference to advertising. It enhances 
the popularity of the better known 


company. So the public pays more 
for its stock 

But it’s much deeper than that. 
The effect of advertising is much 
What happens is 
and well 


more important 
simple. Greate 
known products impart a cushion 


and stability. That inevitably creates 


volume 


more dividends and greater capital 
That's why dividend 


and earnings are capitalized more 


value rates 


heavily 


Builds Value . . Advertising’s job 
is to sell goods and return a profit 
which is taxed 
It also builds name recognition, ex- 


perhaps at 77°; 


pands the number of customers 
Incidentally, 
That 


gives the stockholder a chance at an 


so lifts sales volume 


it enhances capital value 
since he is 


if the 


improved net return 
taxed at capital gain rates 
business or his stock is sold 
One of the big factors in main- 
taining the capital value of a com- 
pany is the stability of earnings. One 
of the big dangers to the capital 
values is a tendency to cut selling 


effort needed 


when we have a recession 


when it is most 
in busi- 
ness activity 

The best way to protect a com- 
pany against a steep decline in earn- 
ings may be to risk today to buy 
future good will. This provides) a 
which be cut in 


quasi-reserve can 


bad years 


Bad Ethics? . . Is it 
management to be influenced by tax 
making business 


ethical for 
consequences in 
decisions? Should management de- 
vote all of its energies to efficient 
business operations and accept 
whatever tax results flow from these 
operations? 

Maybe you have wrestled with 
this problem and have a complete 
answer. For example, some of you 
may say abnormal advertising is a 
form of immoral conduct; it deprives 
the government of needed funds! 
It is against the public interest! 

My answer to these questions is: 
no one wastes money by advertising 
All you do is seek ex- 
tra business for you'll be 
taxed at the same rate you pay 
today. You can pay out and get a 
77% deduction. You take in and 


intelligently 
which 


pay 77% tax 


Moreover, you do not advertise 
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PRODUCT PROMOTION 
—with prestige 


Proceedings of the 1.R.E publishes 
electronic advances—years ahead of 
the times. 22,334 engineers all over 


the world watch, read and work with the 
engineering and research papers given in 
full, unabridged form in this practical maga- 
zine—recognized as the authentic and ac- 
curate reporter of the development of a 
great industry. 


This publication is also used as an up-to- 
the-minute text book by more than 8,000 
engineering student members in technical 
schools. 


Last year 264 authors contributed 1,480 
pages of research and applied engineering 
on every phase of audio, radio, television and 
electronics—a word count basis the equiva- 
lent of five textbooks of 576 pages each. 


Supported by this vital reader interest 
background, 207 advertisers have found “Pro- 
ceedings of the LR.E” a powerful medium 
for product promotion—with the prestige 
of association to the quality journal in its 
field —a way to reach the best brains in an 
industry where knowledge controis buying. 
To SELL the Radio Industry, TELL the 


Radio Engineers. 


of an 











DIRECTORY 1950 


PRODUCT REFERENCE 
—with effective economy 


IRE Radio Engineers 
Directory 


Insuring that the unknown prospect can 
find your product is the first and most funda- 
mental job of your advertising. A campaign 
should start with Directory advertising as 
its primary “buy.” Place your product facts 
where they can be easily found by the 
prospect you don't know about. 


Sometimes this unknown buyer is right 
in a firm you have covered well personally 
or are now trying to sell. Engineers know 
how to look up facts—prefer to make deci- 
sions themselves without sales pressure. 
22,334 electronic engineers will receive and 
use the IRE Directory (Yearbook). One ad 
works a whole year, 


3,003 firms provided reports to make our 
company and product indexes complete. 
Ours is a 3-in-one Directory listing 22,334 
IRE engineers, 3,003 firms and thousands 
of products in 76 engineering product 
classifications. 


PRODUCT PRESENTATION 


—manufacturer meets engineer 
at the Radio Engineering Show 


The Radio Engineering Show and Con- 

vention have been an annual pre- [Ms] 
sentation for the last five consecu- 8 
tive years. This show and convention have 
become firmly established as radio's great- 
est market place, where 22,919 engineers 
meet 277 manufacturers. 

Bringing buyer and seller face to face to 
discuss engineering needs and product per- 
formance is one of IRE’s great services to 
an industry where understanding is the key 
to progress. 

Every year during the month of March, 
in Grand Central Palace, New York, manu- 
facturers find that they meet and demon- 
strate products to more engineer buyers in 
four days than they could cover in months 
of hard and expensive travel and call work. 
These exhibits cut selling costs. The show 
completes with actual product presentation 
the balanced promotion package of “Pro- 
ceedings of the LR.E” for product promo 
tion and the Radio Engineers Directory 
for product reference. 

CATALOG INSERTS—Compilete catclog inserts from 
4 to 32 pages ore accepted (as wel! os al! stand 


These insert rotes ore so 
Ask us 


erd units of spoce 
economical they compete with postege 
for IRE s catalog insert pion 
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303 West 42nd Street, New York 18, N. Y. 
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WHAT IS BEHIND... 


of readers and advertisers 





Architectural Record 





ARCHITECT & ENGINEER CIRCULATION 


1951 is Architectural Record’s biggest vear vet in both 


advertising pages and architect and engineer circulation 


In the first nine months of this year Architectural Record achieved 
the largest advertising page volurre ever carried by eny archi- 
tectural magazine. . . accounted for 40% of the total advertising 
volume of all national architectural magazines...had 20% 
more advertisers than the second magazine, 69% more than 
the third... and 25% of all advertisers in all national architec- 
tural magazines advertised exclusively in Architectural Record. 


consistent growth 


Behind this advertising leadership is the 


of Architectural Record’s architect and engineer circulation 


More architects and engineers subscribe to Architectural 


Record than to any other technical magazine. 


I he reasons? 


Architectural Record is the one national magazine edited 
specifically for the architects and engineers who control 85% 
of today’s building dollars . the one magazine whose edi- 
torial content is designed throughout for maximum useful- 
ness to these architects and engineers in terms of the work 
on their boards as revealed by Dodge Reports 


As a result, architects and engineers have voted Architectural 











the steady 9-year trend 
to Architectural Record 


Architectural Record 





a ummm. oS ADVERTISING PAGES 


Record their preferred magazine in more than thirty 
reader preference studies sponsored by advertisers and 


aphiosisl Architectural Record jas “phar dace 


Architectural Record, with its exclusive access to Dodge 

Reports is the one magazine that scientifically demon- the workbook 
strates the value of iis circulation to advertisers in terms 
of building planning and specifying activity —regionally, of the active 
nationally, and by types of buildings 


architect and 


And here’s a final fact of utmost importance to advertisers: 
{rchitectural Record delivers the largest audience of archi- 
tects and engineers at the lowest cost per page per thousand. 


engineer 





Take a Sales Tip from these Men of Decision... 





Prompt, intelligent service when prob Our purchasing department is a very A salesman must know his products and 
lems develop in the use of his product is busy one and we have no time for ‘gossip’ their adaptability to our use. We cannot 
the most important attribute of the sales or trivialities. We like a salesman who be experts on all commodities, so we must 

un. A quick grasp of the essential diffi comes to the point and presents his story depend on the salesman to furnish honest 
es and marshalling the talent of his 1s briefly as possible. While our policy ts ind accurate information. He should show 
mpany to find a solution is the real to see everybody, such a salesman is par 1 continued interest in an order after it 
of his value to us. Proof of salesman ticularly welcome. He helps his company has been placed by keeping us informed 
is his success in selling his company und ours to work together more cfh- on its exact status and by seeing that our 
nportance of the customer's need,’ ciently,” says H. W. Macintosh, Director instructions are followed,” savs Thomas 

C. Turner, Director of Purchases of Purchases, L. O. Koven & Bro., Inc. J. Anderson, Director of Purchases, Acme 


or Tube Co., Norristown, Pa Jersey City, N. J. Steel Co., Chicago, i. 


The products industry uses are bought by men like 
these — 38,500 of them read PURCHASING! 


The P. A. is the member of the managenrent teant who is finally 


s responsible for obtaining the best possible materials and equipment for When you think of 
production, research and maintenance, at the lowest cost consistent selling think of 
with good quality PURCHASING 


Phat’s why it’s important that both members of your selling team 
sales and advertising—maintain this vital contact for your company. 
Advertising can convey your product story directly to the P. A. in his 
own magazine, PURCHASING~—a basic magazine on any industrial 

schedule! PERCHASING, 205 East 


dvertising - 
t?nd Street, New York 17, N. Y. Offices in \) RC Hi AS\ IN 
4 


Chicago, Cleveland, Dallas, Los Angeles, Atlanta 


A basic magazine on any industrial advertising schedule! 





anim feature 


copy chasers 
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How to make hard work of writing copy 


® THIS Is really an easy business 
we're in. 

No heavy picks to lift. No big 
trucks to jockey around. No com- 
plicated figures to pore over. No 
shoppers to have to be nice to. 

Just sit comfortably behind a 
typewriter and make with the fin- 
gers. 

Why do we have to make our jobs 
difficult? 

Some of us do, though, and the 
puffing and straining that’s done 
shows up in the copy that comes out 
of the labor. 

For example . . 

“Tops” . . that’s all the copy there 
is in an ad paid for by W. C. Norris 
in a petroleum publication. 

Speer Carbon Co. adds something 
to its “Tops,” which appears next to 
a sketch of a general: “Like Speer 
Multiflex Brushes for high stability 
in operation.” 

A recent Crane Co. ad doesn’t 
work much harder. Big picture of 
a valve . . which may or may not 
look like any other valve. Headline 
is .. “Better to have than wish you 
had Crane Valves” . . which is our 
vote for the naivest headline of the 
month. Down below there's a state- 
ment that should have been fea- 
tured: “More Crane Valves are 
used than any other make.” 

Cast Iron Pipe falls back on the 
old faithful, stamina. This time it’s 
“A North country trapper . . like 
Cast Iron Pipe . . has stamina!” 

It took more trouble to research 
for an American Chain & Cable ad: 


Recent excavations in Egypt revealed 


bricks bearing names believed to be those 


of the makers 


Pompeii bore the proud marks 


stonecutters During 
the workman placed 
his artistic creations 


tice of branding merchandise 


General Chemical, in behalf of its 
Baker & Adamson fine chemicals, 
devoted half its ad to a little game 
of identifying fish from their por- 
traits. Probably as good a way as 
any to get a guy to read about 
chemicals . . get him to read about 
fish. He’s not interested in chemi- 
cals, is he? 

Woops! Here’s “Old Faithful” 
spouting again. Scraping the bot- 
tom of the barrel, eh, Torrington? 

Jefferson Electric has an idea it 
can go a long way with. The idea 
is to reproduce signatures of famous 
people for example, Benjamin 





Lunkenheimer . ? lines, far-fetched 


Franklin’s is “A famous signature 
that stood for leadership and integ- 
rity” . . and then bridge over the 
punchline, “On transformers the fa- 
mous signature is Jefferson.” There’s 
only one “Old Faithful,” but signa- 
tures enough for years. 

Lunkenheimer, which would like 
to be known as “The one great 
name in valves,” has a news mag- 
azine campaign that’s really extra- 
ordinary for a valve company. 
Here’s a kid working on a model 
plane. Copy tells about concentra- 
tion, “the fire that lights midnight 
oil . . the stuff that makes boys for- 
get their ball games.” That goes on 
for quite a while; finally, after 17 
lines, we get to Lunkenheimer 
where you'll also find “that look of 
intentness.” 

We'll grant that institutional ads 
like this are sometimes considered 
to reflect greatness and maybe can 
be afforded in times like this by 
companies which aspire to great- 
ness, but it does seem to be a far- 
fetched way to sell valves. 

Kennametal makes the same mis- 
take with its ad reproducing the 
too-familiar a-bomb mushroom. Top 
display is “More important to 
America than the atom bomb.” 
Well, what can this be? It can be 
“This small piece of Kennametal.” 

In a strictly philosophical sense, 
it’s imaginable that an argument can 
be made along the lines that “while 
the atom bomb has only the power 
to destroy this small piece of 
Kennametal has the great power to 
create more and better products 
with less human effort in less time,” 
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but the can be said for the 


same 
electronic tube, the tides, the whee 
and the inclined plane 
But that, were 
quite as belabored as the gag Mer- 
& Scott 
cross- word puzzle, yet! 
Te day , 


ities on a 


even afraid, isn't 


used A 


ritt-Chapman 


business activ- 


bad 


with othe1 


war footing, its too 
to see advertising playing around at 


kid stuff 
Today, 


serious problems to 


For 


advertising has some 
tackle 


example 


Oversold Products .. What do you 


oversold 


do when your product is 
We don't 


re on 


now 
Armstrong 
Cement, Car- 


Know ong the de- 


gasket 


materials, Louisville 


boloy, or Sunnen honing machines 


but we do know they're doing the 


ght kind of advertising for this 


| 


kind of industrial economy 
How to remedy common errors 
gasket design” is the Armstrong 
There are three ver- 
headed The Fault 
The Remedy 


1 horizontally three 


Cork headline 
columns 
The Re 


oss th 


ison and 


and act 
examples of common errors and how 
them. At the bottom 


there’s a plug for a 24-page manual 


to correct 
on the design and use of gaskets 


Brixment helps 
the 


Layout 


with 


— Parging 


assure dry Louisville 


u alls Is 


Cement headline shows 
three views of plastering, with the 


bricks red. They show 
three brick-laying which 
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showing 


steps in 


Cuapuay 4 Scorr 


demons 





Armstrong's Gasket Materials|| 


trate good workmanship 


Here's the copy 


The 


box « 


ontains this suggestion 





— a 





LOUMETRLE ChmEET COmmame 
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The product plug is in the last 


paragraph 


Account Executive 
Doe-Anderson 


Written by 
WARWICK ANDERSON, 


How to Drill Cast Iron with Carbide Twist Drills 


=: 


a 


CARBOLOY. 


CEMENTEe Caneroe 


Send for this free data! 


Exheustve teste os reperted in the trode 
press comhrm whet some plants hove tong 
known Cast ron cam be suxcesstulily and 

protteably dried wth “Carbotey Grade 444 
Sound techn al date now avatabie 


FREE see meee! sow no 
ee oe 
ae eee 





at your Service 


Here’s a book that keeps your name and products 


always within arm's reach of your prospects every 
day of the year! More than 6000 executives and 
operators use this book as a ready reference to the 
steel industry and its \wroblems. These are the men 


who decide upon purchases and plan expansions. 


The 1953 edition, with new and up-to-date develop- 
ments in the manufacturing and processing of steel, is 
now being compiled and offers you year ‘round con- 


tact with the men you want to reach. 





> 
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YOU AS AN ADVERTISER 
BENEFIT FROM 3 COMPLETE SECTIONS 


1. A reference section containing the latest 
information by recognized authorities on 
the manufacturing and processing of steel. 


- A buyer’s guide section entitling you to 8 
free listings for every advertising page. 


- An advertiser’s alphabetical index giving 
advertisers free listings of their company 
names, address and products or services. 








WATKINS CYCLOPEDIA 
OF THE STEEL INDUSTRY 
Published by 
STEEL PUBLICATIONS, INC. 


STEEL PUBLICATIONS, INC. 
4 SMITHFIELD STREET, PITTSBURGH, PA. 


Please send me complete information on Watkins 
Cyclopedia of the Steel Industry for 1953 


NAME 
COMPANY 


ADDRESS 


Re | 





KEY MEN OF FOOD PROCESSING 


_Meet 
Mr. E. H. ZAMON 


General Manager's Staff 
Chicago Plant 

Armour and Company 
U. S. Yards 


Chicago, Illinois 


« 
| deas presented in FOOD PROCESSING have saved us time, 
Some of them have been used as a subject 


effort and expense 


of group meetings 


E. H. ZAMON 
General Manager's Staff 
Chicago Plant 

Armour and Company 
U. S. Yards 

Chicago, Illinois 


Published by PUTMAN PUBLISHING co. 
Lit East Delaware Place, Chicago 11 


Read by the key men who 
direct food processing operations Creators of PUTMAN-STYLE Megezines 
+ ++ terse, viel editorial; “hand-picked” cir- 
, culation, squore, high-visibility format; quality 
PO? Garesne Ce HE WORLD reoderthip,; hence more READER ACTION 





Meet 
Mr. EARL F. SCHAEFER 


Coordinator of 
Plant Research Laboratories 
Owens-Illinois Glass Company 


Alton, Illinois 


Mi 
L y usual method of reading CHEMICAL PROCESSING is 
to go through it page by page, clipping and circulating articles 
of especial interest to our laboratories The Readers’ Service 


slip is filled out as I read.’ £ 
acl ft Lehaefer 


EARL F. SCHAEFER 
Coordinator of Plant 

Research Laboratorte 
Owens-Illinois Glass Company 
Alton, Illinois 


Published by PUTMAN PUBLISHING CO. 
111 East Delaware Place, Chicago 11 


Creators of PUTMAN-STYLE Magazines 
« terse, vitel editorial; “hand-picked™ cir- 

culation; squore, high-visibility format; quelity Read by the key men who 

readership; hence more READER ACTION direct chemical proc essing operations 








Advertising Agency, Louisville, Ky 
*% “How to drill cast iron with car- 
bide twist drills” is the Carboloy 
(department of General Electric) 
ad. It offers data on the subject 
which prove that 
successfully and profitably drilled 
with Carboloy Grade 44A.” The ad 
points out that Carboloy does not 
make twist drills, but that Carboloy 
makes available the latest technical 


“Cast Iron can be 


data “as a service to the metal 


The lar ge photo 
at the left is captioned 


working industry 


Written by: L. a. (LARRY) ROCKE- 
LEIN, creative supervisor, at Brooke, 
Smith, French & Dorrance, Detroit 

Sunnen Products devotes a page 
to “Helpful hints on honing,” a list 
of tips to follow to “get more and 
better honing jobs out of every 
Then there's a 


it contains more 


mandrel and stone.” 
booklet to send for 
such information 

We're positive that these adver- 
tisers have met the problems of the 
present far better than American 
Machine & Foundry Co 

AMF's headline IS What it takes 
to send a submarine into action! 
Illustration is natch a sub- 
marine Under the headline is a 
row of sketches of what it takes 
what it 


credits “the skill and 


One bunch of copy tells 
costs and 
speed of American industry the 
other praises AMF for keeping de- 

t cos as low as possible. So 
catch a hint of despera- 
Steel ad ad- 


dressed to its electrical distributors 


t n the Republic 


Picture of a man fleeing from a 
Headline is “Even when 
breaks it pays to he an 


Here is the 


burst dan 
the dan 
electrunite distributor 


lead and we wonder how many dis 


tributors got past it 


Let's go back to some more good 


ones 


ez /: 


Using It Right 
Gets Best 
Performance 
trom Your 


LERAEH Honing tachine 


¥ 


Tan) © Chet Pee Petey Reeeneent Gen 
~— . 


~ a ge teen oe cee = te 


leE= 
/ 


*% Rockwell Mfg. tells “How Delta 
Tools solved four unusual produc- 
tion problems.” There are four 
photographs of actual drilling op- 
Under each, a sub-head 
such as “Time Saving 50° Pro- 
duction Increase 100°; Under that, 
Under 
that, a description of the job and 


erations 


the name of the customer 


how the results were accomplished 

Written by the advertising depart- 
ment of Delta Power Tool Division 
Rockwell Mfg. Co., and the copy 
staff of Marsteller, Gebhardt & Reed 


Chicago 


it peys te be oe 


>» STRIBUTOR 





What it takes to send o submarine into action! 


| ‘ 7» ; 


AMERICAN MACHINE & FOUNDRY COMPANY _ 


Good Headlines. . “Millions made 
to date not one has ever pulled 
out!” That’s referring to National 
Carbon’s permanently-sealed shunt 
motor 


for Diesel-electric traction 


brushes. A complete message in the 
headline no copy needed 


“Precision? Why I saw this pump 
make 242 strokes in delivering one 
drop of water!’ The pump is a 
miniature controlled volume pump 
made by Milton Roy Co 
“Why rob a pipe end of 40° 
“Don't weak- 


en your service lines by threading!” 


of its 


strength?” Answer 


Unusual! Production 


- Chita Powe 
Rock we'll . 





Vo one hore wants his opinion 


gf b) one Re coy 
fad S SS 


a 
O 
Nl 


way 
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He may be a milquetoast to mamma and the kids, 
but in the plant be gives the orders to “stop” 
and “go”. 


He and men like him are in the “driver’s 
seat” of the metal-working field .. . 
plant managers, works managers, 

master mechanics, superintend- 

ents, general foremen and 

others . . . men who trigger the 

buying of industry. 

Put your money where your market 

is. Tell and sell these production execu- 
tives through MODERN MACHINE SHOP 
— 38,000 circulation—largest in the metal-work- 
ing field. For details on low rates and high 
returns, write: 


MODERN MACHINE SHOP 


431 MAIN STREET © CINCINNATI 2, OHIO 
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31d-men 


Picture shows how Dresser “Super- 
Service” Fittings are applied. 

“Would you pay $3.50 to make 
$75 profit a week?” An American 
Brake Shoe ad tells how one auto 
shop did it. First, they sent for the 
Pedal Blok, which is a slotted wood- 
en blok that “fits under the brake 
pedal, finds faulty brakes, in a min- 
ute, before pulling a wheel.” That 
was free. Then they paid $3.50 for 
a Minute Brake Check Kit of pro- 
motional material. In putting it to 
work, they “offered a Minute Brake 
Check to every motorist that drove 
in. Sold over $150 the first week.” 
Says the auto shop: “That Pedal 
Blok sure is a money maker.” 

Well, they were all long headlines 

. violating the 3-8 rule, but we 
think they did the job. Certainly 
more than the one word “Tops” 
does. 


Art Directors Cormer . . That 
hard-to-illustrate subject, “know- 
how,” is well handled in the IPI and 
Ethyl illustrations. 

The picture tells the story in the 
Cleveland Automatic Machine Co. 
ad with the headline: “With an 
hour off for lunch!” Copy explains: 
“This mountain of die-casting is the 
eight-hour production of one man 
and a Cleveland Die Casting Ma- 
chine.” 

Since most everybody is at least a 
little bit in love with trains, the 
Timken ad is practically irresistible. 


We've Noticed That . . The hand 
holding the airplane is getting it- 
self worn-out. Union Carbide’s 
“Hottest thing in the skies” is a 
handsome representation, but it has 
been used so much it can’t have 
much pull as an attention-yanker. 

The picture of a kitten has become 
practically standard for any ad that 
mentions catalytic type cracking 
units. They're called “cats” for 
short, and ad-people can’t resist the 
temptation. Owens-Illinois is the 
latest offender: “Covering for hot 
cats.” 

Any ad beginning “Any way you 
look at it” or “From any angle” is 
bound to be a turkey.. Burroughs 
Adding Machine proves the theory 
with this resoundingly trite copy, 
under the heading “Any way you 
figure it . . your best answer is Bur- 
roughs:” 


No matter how you look at it . . from the 
standpoint of dependability, of durability, 





The WHO'S WHO of the Chemical World 
are Readers of CHEMICAL 
AND ENGINEERING NEWS 


Not only does this established weekly news 
magazine give top executive coverage but 
it blankets all of the 7-group buying and 
specifying team composed of 
© by Kors officials, works executives, supervisors, engi- 
. McKeon neers, research directors, chemists and con- 
ret : 1 e -” fo. z sultants. 

Pos Chemist to the TOT, date Every step of the way, from control chem- 
ee That's — ist to president, through all titles and 
oo functions, C&ENews is the big buying and 
specifying influence among chemists and 
source of oeny- engineers in the Chemical and Process 


piotics—including | viomycin a” Industries. 

cin bacitracin, P° 

terramycin. 
tep, 

Step by § t 

ment Enginee ing Departmen t 


Manufactur Antendent . - 
TK Broo 


Develop- 
was Process » ment 
he Xssistant Departiiess 
_ then 


It takes the BIG 72,000 COVERAGE 
: Of C&ENews to BLANKET 
"se oe the Chemical and Process Industries 


—- 4a reader 
H isa member 
sory Board. 


CHEMICAL AND ENGINEERING 


Newsma,azine of the Chemical World Since 1923 





An AMERICAN CHEMICAL SOCIETY Publication 
Advertising Management: REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 18, N. Y. 


CHICAGO + CLEVELAND + SAN FRANCISCO + LOS ANGELES + SEATTLE * DALLAS 
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That copy reads as though it was 
There's not the slight- 
Not the slight- 


cranked out 
est bit of conviction 
est evidence in that welter of super- 
atives that a Burroughs does have 
any points of superiority In fact 
the very lack of it suggests that the 
Burroughs may have nothing to be 
talked about 

So many ads having the same gen 


eral appearance have disappointed 


us that we were surprised, upon 
Cyanamid's pig 


ad How to bring home more ba 


reading Americar 


cor that it was, indeed, about pigs 
We suspected the animal illustratior 
was just a stopper, and th gag 
about the bacon was just a tie-in 
between the picture and some copy 
Nope 
all about a new animal feed Ameri- 
can C 
The Wolmanized ad 
Lumber & Treating Co.) gets 


into a por Ket sized magazine page 


about making more profit 


yanamid has gotten out 


That's a good illustration and head 


me Here's the copy 


(American 


We can’t make up our minds 
whether, if we had $59.50, we'd send 
the coupon to find out how the Rib- 
bonwriter works (see cut) ofr 
whether the reluctance of the copy- 
wl to tell us how the Ribbon- 


writer works would make us too 


suspicious. It’s a wonderful hunk 


f copy from headline (note last five 
words get bigger billing) to inquiry- 
plug, but we'd still like to know how 
the damned thing works 

A number of big companies have 
turned their advertising space over 
to political philosophy. Bohn Alumi- 
num & Brass delivers itself of this 


little speec h 


We don't get it. Is Bohn defend- 
ing the right of “parlor pinks” to 
free speech? Or urging they be out- 
shouted? And who says who is a 
“parlor pink?” 

It's a mistake to make your build- 
up bigger than can be supported 
Here’s a right-hand page that just 
asks, “What is back of America’s 
leadership in mass _ production?” 
The bottom of the page simulates a 
turned-up leaf corner, so you hasten 
to turn the page expecting no less 
Fortune-type article on 
other that will be 
Top of next page 

‘What is back 


of it is just as essential as what you 


than a 
something or 
pretty impressive 


picks up the theme 


see on the surface 


What can it be? American gen- 
ius? Electric power? Ball bear- 
ings? American labor? The Chase 
National Bank? 

Then follow seven longish para- 
graphs each starting the same way 

“Take iron ore,” “Take oil,” and 
so on. And what do you know 
every paragraph ends up with a lit- 
tle hymn of praise to Hewitt-Robins 

You get weary of it after a while 

this responsibility Hewitt-Robins 








Or takes a skillful team to design e« chemical oiane.? 


In planning the design and construction of these units, 
combined effort is required from a team including: 


MANAGEMENT 
RESEARCH 
DESIGN 


«++ 8o that their total knowledge and experience 
will be reflected in the new plant. 





CONSTRUCTION 
OPERATING PERSONNEL 


Du Pont one of America’s best known chemical manu- 
facturers, recognizes the importance of the team approach 
to the success of modern industry. This message was dis- 
played with an exhibit of model scale plants in the main 
lobby of the Du Pont Building at Wilmington, Del. 


The balanced editorial work- 
material of I&EC serves every 
member of the team— in produc- 
tion, design, research, develop- 
ment, and management. The 





neers in each of the 7 buying and 
specifying groups—all of which 
must be sold: officials, works ex- 
ecutives, supervisors, engineers, 
research directors, chemists and 


consultants. That’s why. . . 


balanced circulation of I&EC 


reaches these chemists and engi- 


|&EC’s Audience is the Greatest Concentration of Buying Power in 
the Chemical and Process Industries. 





RING 





_ INDUS 


The Workmagazine of the Chemical and Process Industries 


An AMERICAN CHEMICAL SOCIETY Publication 
Advertising Management: REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 18, N. Y. 





YOU WANTED TO KNOW 


what magazines the men in charge of materials handling 
READ for materials handling information. 


pare 
; 
a - 
‘ ; 
f, 
| 
ss %, 
<2 >. 
. a 
. 
d 


92672 Peder, Loprrdon jhe al 
a... 


7 “What magazines do you READ for 
¢ materials handling informction?”’ 

“Which magazine do you PREFER for 
2. materials handling information?” 


--- HERE ARE 
Fist im READERSHIP 
— 
87% Ahead of the Second Magazine! 


91 % Ahead of the Third Magazine! 


157 % Ahead of the Fourth Magazine! 


Complete Details of the 
WESTERN UNION - 1.8.M. 
Report on Request 





YOU WANTED TO KNOW 


which magazine the men in charge of materials handling 
PREFER for materials handling information. 





has tabulated and analyzed the 
results from the continuing survey 
of readership habits. The results show Modern 


Materials Handling way out front in Readership 


and Preferences. 
THE RESULTS!... 


Fit iW PREFERENCE 


168% Ahead of the Second Magazine! 
184 % Ahead of the Third Magazine! 


286 % Ahead of the Fourth Magazine! 


795 Boylston Street 
Boston 16, Mass. 
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VU H A i is back of it is just as 


essential as what you see on the surface 


WH 
is back of 


America’s Leadership 


in mass production 


¢) 


a 


wewitr Deosins 


assumes for keeping the country go- 
Read these last sentences all 


lump, and see how boring it 


‘Take rail- 


road cars” and Hewitt-Robins ca1 


Only when we get to 


shakeouts do we get facts instead 


of brags 


iGrns:e Ee 


ee ee 





A desh-size machine that makes 


QUALITY 120-LINE ENGRAVINGS secomaticatiy! | 





Is that statement literally true? 

‘A desk-size machine that makes 
120-line engravings auto- 
Fairchild 


“Scan-a- 


quality 
matically!” introduces 
Camera & 


Four square-up halftones 


Instrument’s 
Graver.” 
and captions. Each one is an ad in 
itself. The first describes the ma- 
chine, the other three illustrate and 
describe work done on the Scan-a- 
Look at that layout it’s 


sure-fire for high readership 


Graver 


The Eagle Eye . . We get a real 
chuckle out of the Gerber Enter- 
prises ads on toilet accessories. We 
understand that this is a small com- 
pany competing with giants, and we 
think they've really made a score 

We're reproducing two of the ads 
in miniature. They're half-page ads 
running in full-page space which is 
The layouts 
And the gags are fine 


one way to be unusual 
are dandy 
If you can’t read the headlines, here 
they are 

On the cannon ‘No war with 
this china Goes on to say the 


chinaware is “thoroughly water- 

tested, fully guaranteed,” hence “no 

kick-back or customer complaints 
On Paul Revere: “Paul Revere 


never had it so good 





VESTERDAY ... A» 


early International Har- 
vester Tractor pulling a road 
grader circa 1900 


pulled by equally up-to-date 
International Harvester 
Tractors. 


TOMORROW... 
Artist's conception of road 
building equipment of the 
future. 


Mainspring of 

construction progress 

is the 

CIVIL ENGINEER 

--ethe power behind equipment purchases! 


Today's record level of new engineered construction 
is keeping the Civil Engineer on the lookout more 
than ever .. . for improved equipment, materials and 
methods. Whatever his title or function as planner, 
supervisor or contractor, the Civil Engineer is vitally 
concerned with the type of equipment needed tocom- 
plete his project speedily, efficiently, economically. 


That's why the Civil Engineer needs and wants your 
product facts. In his supervisory capacity he directs 
the selection of, and approves the purchase orders 
for, equipment, materials and services. As owner or 


UNIQUE OPPORTUNITY 
THAT COMES ONLY ONCE 
IN 100 YEARS 
By making 1952 a CIVIL ENGI- 
NEERING year, you have an unusual 
opportunity to dramatize your com- 
pany’s contribution to construction 
progress. Next year, CIVIL ENGI- 
NEERING will help the American 
Society of Civil Engineers observe its 


key executive of contractor organizations, the Civil 
Engineer wields even greater purchasing authority. 


The only publication that enables you to put your 
product story before 32,000 Civil Engineers is CIVIL 
ENGINEERING, the magazine that pulled 30,000 
inquiries from one issue alone. Here is proof of unu- 
sually high reader interest . .. proof that your adver- 
tisement will receive concentrated attention by the 
men who count—members of the American Society 
of Civil Engineers. 


tiv, U @ 


ENGINEERING 


The Magazine of Engineered Construction 
“Sy | Published by 

‘The American Society of Civil Engineers 
33 West 39th Street, New York 18, N. Y. 


first Centennial. Plan particularly for 
the "A Century of Engineering Prog 
ress” issue in September, 1952. Write 
for full information 
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*% Automatic Transportation uses a 
stopper, but it doesn’t go on such a 
far fetch that it has a hard time 
getting back. Picture of a man read- 
ing an ad in a magazine; he points 
to the coupon, turns to the reader, 
and says: “I found 18,288 extra 
man hours in a 3-inch square.” 

Now we don’t think a man ever 
would say that, and there's ao evi- 
dence in the copy that a man ever 
did say that, but it’s a nice way of 
getting the reader into the ad, and 
the copy runs along nicely with a 
lot of those personal references that 
Mr. Flesch admires 

Here it is, if you've a moment 
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Then the lead into the coupon 


We'd like it better if the man in the 























picture were a real man, making it 
a real case study, but that’s not the 
fault of WALT BUTHMAN and JOE 
FURTH, copywriters at Ruthrauff & 
Ryan, Chicago, who both did a fine 
job on the copy 

Sponge Rubber picked out a car- 
toon in The New Yorker and made 
an ad around it. Test driver is 
climbing out of a tank at an army 
proving area preparing to report to 
the awaiting brass It’s raining 

“Well, for one thing, it 
The Sponge Rubber copy 


“Spongex stops 


Caption: 
leaks.” 
jumps on this 


leaks also noise, shock, dust, vi- 








Construction equipment distributors vote 


~ Construction Equipment 


the No. 1 sales medium! 


We asked the nation’s leading construction equipment distributors* (exclusive of 
those who hold the CONSTRUCTION EQUIPMENT MAGAZINE circulation 
franchise) this question: “Which magazine most effectively promotes demand for the 
* products you handle?” 

Their answer is: “Construction Equipment —the equipment application magazine.” 
The following table shows how publications in the heavy construction field ranked 
in this survey. 

ORDER OF PREFERENCE 

(Based on First Place Votes) 


Ist CONSTRUCTION EQUIPMENT 
2nd CONSTRUCTION METHODS & EQUIPMENT 


3rd ENGINEERING NEWS RECORD 
4th CONTRACTORS & ENGINEERS MONTHLY 
oth ROADS & STREETS 


The construction equipment distributor is in a position to know! Through 
his salesmen’s daily contacts, he sees at first hand the impact of magazines 
on the buyers in his territory. 

In just two short years, CONSTRUCTION EQUIPMENT has won 
top recognition. 


*Questionnaire mailed to 1,056 leading equipmen’ distributors. 
Returns, 458, of 43°. Complete tabulation available on request. 





America’s Fastest Grewing Trade Magazine 
A CONOVER-MAST PUBLICATION 


205 East 42nd Street, New York 17, N.Y. 
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.-. for the oil 
refining market 


more oil refining men pay to read Petroleum 


Refiner than any other oil paper 





..- for the oil 
producing market 


more oil producing men pay to read World 


Oil than any other oil paper. \ 








Jwo SEPARATE OIL INDUSTRY MARKETS... 


—£ach a Billion Dollar Sales 
Opportunity for 1952 


1. The Oil PRODUCING industry is engaged in the business of producing 
oll and gas as raw materials and transporting them te market or to a plant 
to be processed. The oil producing industry belongs to the wide open spaces. 
its thinking is that of the venturesome frontiersmen. its buying power is 
scattered “from hell to breakfast’ over the face of the globe. This is the 
market covered by WORLD Oil. 


y 2 The Oil REFINING Industry converts olf and gas into gasoline, lubricating 
oils and thousands of other finished prod it is fi ing in feeling. Its 
24-hour-a-day operations are carried on in permanent installations—refineries, 
natural gasoline and petrochemical plants—that require i xpendi 
tures alone of more than $700,000 a day. Estimated tetal expenditures for 
1952 will exceed a billion dollars for the first time in history. This is the mar- 














ket covered so thoroughly by PETROLEUM REFINER. 


The continually growing demand for pe- 
troleum products imposes on each of these 
two specialized oil industry markets a rate 
of operations and expenditures never be- 
fore equalled. 


To accomplish the gigantic task of sup- 
plying record demand, oil producing and 
oil refining men will be turning more and 
more to their job-interest publications for 
help in solving operations and management 
problems. They want technical information 
relating to new methods, materials, tech- 
niques . . . information on new develop- 
ments that contribute to improved effti- 
ciency, lower operating costs and increased 
production. 


In short, these oil men want publications 
that function as working tools io manage- 
ment and operations men. WORLD OIL 
for the oil producing market and PETRO- 


LEUM REFINER for the oil refining market 
are just such specialized publications. Each 
magazine regularly carries in each monthly 
issue more pages of engineering and op- 
erating editorial material for its field than 
po other oil paper. Each is a paid cir- 
cula 


tion, ABC audited publication. Each is 
a member of the ABP. 


In planning your 1952 advertising sched- 
ule to either or both of these two ig-buy- 
ing divisions of the oil industry, remember 
it is the dominance of custom-edited, truly 
helpful operations and management edi- 
torial that oil men want. Consider, too, 
the active reader interest that material of 
this nature creates. Beam your oil produc- 
ing equipment advertising at buyers in 
WORLD OlL—your refining equipment ad- 
vertising at buyers in PETROLEUM RE- 
FINER. 


For more information about these two expanding divisions of the petroleum industry 
write for World Oli Market Date—1952 and Petroleum Refiner Market Date—1952. 


Specialized Oil Publications 


THE GULF PUBLISHING COMPANY 


Worlds Largest Ot Industry Publishers 


3301 Buffalo Drive Houston 6, Texas 


BRANCH OFFICES «at NEW YORK, CHICAGO, CLEVELAND, LOS ANGELES and TULSA 








bration and air.” 


Benri ot Anata toate 





“Now, more than ever before w Send for available 
Can't we eliminate this creaky ‘ exe ellered here os @ special 
phrase from our advertising vocabu- service to IM readers. Please 


lary? Wirebound Box Manufac- reprints eS S - 


turers Assoc. is guilty this time coin, stamps or check to: The 


One way to get to be a political Editor. Industrial Marketing. 200 
E. Illinois St., Chicago. 


columnist is to take over your com- of Industria! Marketing Se, wh ane Senin ait 
pany’s advertising. That's what has orders under $1. We'll be happy 
happened to Kelton Cosmetic Co feature articles to bill you for larger sums. 
advertising. One George Fiedler ef 





discusses presidential possibilities 
under the heading “Kommon 
Scents!” 


— 

Boost of the Month . . Parker- 1951 business paper volume to reach all-time peak 
Kalon believes its distributors would 1. Venezian, Sept., 1951. 15¢ 

be interested to know that P-K ad- my A Pog hy ~ | epee the 
vertising won two awards at the etete etieineen eet out of hand . 
National Industrial Advertisers As- Birney Miller B. K. Moffitt, June, 1951 


. n—- them 
ana 5 Uc 
sociation convention and so devotes ‘ How SS1 advertising agencies placed space in business papers in 1950 


ne, 13! 


a spread to that news, with the com- a nblie ian She —_— 

ment: “NIAA Awards are further by members ef te Induchtel 8 sblicity Association, New York 
proof that well-planned P-K cam- What industrial advertisers plan to do in 1951 

paigns provide sharp sales tools for a ES Fe ee Oe 
P-K Distributors.” font wae fe ~ 4 qirectee ee Sate cm 


The Copy Chasers How industry buys ; sl 


Business paper Ly ~ for 1949 analyzed 
by A. R. Venezian ag., 195 1Se 





ay? sed product handbock -. oe ad results 
McKitterick, retired GE sales How business papers can meet their new competition 
manager, dies of heart attack oe ee 6, Se, oe, a 
Decentralize your sales force for more etfectiveness 
© NELA PARK, O William G. Mc- Why readership panini eo oan . . « and how te right them 
Kitterick, 69, retired sales managet ert B. Luchars, May, 1950. 15¢ 
and investment counselor, General A bigger audience calls for better annual reports 
Electric Co., Lamp Div., died of a ; See ss peers hia elaine 
heart attack Sept. 21 in Shaker L. Leonard Philips, Sept., 1949. 10c 
Heights, O 22 things you should know about industrial buyers 
Mr. McKitterick joined the Na- : 
tional Lamp Works of GE, forerun- 


ner of the GE Lamp Div., in 1907 Guideposts for forecasting 
Frank D. Newbury, Aug 


How to measure results of industrial advertising 
William A. Marsteller, May, 1949. 15e¢ 


after a year of law practice. He Jan., 1948-49. $1 
served as credit manager until be- 1S ways 2p ost coe departments 
coming sales manager in 1915. He How te make external publications pay off 
assumed additional duties as invest- n M. Te Dct.-Dec., 1346-49. SOc 
ment counselor in 1931 and retired 


in 1945, after serving GE for 37 


Keep the line open between employer and employe 
" ok weomb & Marg Sammons, May-Sept., 1948 


We went to four-color inserts on a@ cut budget 
years k is k une, 1948. 10c¢ 

Mockup demonstrator improves salesmen's closing ratio 

A ‘ t., 1948. 10c¢ 

National Business Publications . 
acemens tha mamberced 6 tom « Using newspaper advertising to spot industrial buyers 
k Ferdinand, Aug., 1948. 10c 
When your customers order spare parts 
t nd Jacobs, June, 1448. 10c 
How can I find what type to use? 


Market research combats high distribution costs 


The economics of industrial advertising 


The orchestration of type 
SB Ravmand ener. Mar Se 
t j PF Ma c 


Agency-client relationship 
I jisct July, 1346 














Business Has Rainy Days, Too 


Even the most ingenious of nature's creatures get limited protection 
against the elements. 

Business and industry, however, protect themselves against unforeseen 
hazards through insurance. Yet, indispensable as it is, insurance must 
be sold, like any commodity or service. And, to help lower sales costs, 
successful insurance advertisers use the pages of Business Week. 
REASON: Business Week is read by a highly concentrated audience 
of Management-Men . .. executives who make or influence decisions 
for their firms on insurance matters. 

RESULT: Advertising dollars invested by insurance firms in the pages 
of Business Week work harder, produce more. That is why Business 
Week regularly carries more insurance advertising, «nd more fofal 


advertising addressed to business and industry than any other general 


business or news magazine. These successful advertisers know that 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YO WANT TO INFLUENCE MANAGEMENT-MEN 


BUSINESS WEEK 


330 WEST 42ND STREET. NEW YORK 18, N. Y. 


These Leading Insurance Advertisers 


Sell their Services to Business and Industry 


through Business Week 

Aetna Life Affiliated Cos 
American Credit Indemnity Co. of New York 
American Foreign Insurance Association 
American Surety Co. of New York 
Connecticut General Life Insurance Company 
Employers Mutual Liability Insurance 

Company of Wisconsin 
Hardware Mutuals 
Hartford Fire Insurance Co 

Hartford Accident & Indemnity Co.) 
Johnson & Higgins 
Liberty Mutual Insuronce Co 
Marine Office of America 
Marsh & McLennan, Inc 
National Life Insurance Co 
National Surety Co 
New England Mutual Life Insurance Co. 
New York Life Insurance Co 
Travelers Insurance Co 
Union Mutual Life Insurance Co 
U.S. Fidelity & Guaranty Co 


A McGRAW-HILL PUBLICATION 





TYPE FACE FOR EVERYDOD Oot™=_-— 
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Caslon : the Traditional type 


s tradinonally well-blessed with beauty and practica- 
long with others, and ts courted universally for its 
qualities. Caslon graced the Declaration of Independ 
over two centuries has remained among the world’s 
agreeable and legible type faces. Print from 
» and retain al' the beauty of the designer's 

1 that sharp, clean reproduction and perfe« 

» foundry type. Eight styles are readily ava 
Branch. There's a type face for everybody, 


tn 
ry pe 


3 Ame rican Lype kounders 
Wi0ra Avente, Eliz: the S/l B, Ni 7c’ Jersey 
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Agencies Aren‘t Omniscient 


s While manufacturers employ advertising agen- 
cies to assist them in their marketing operations, 
and recognize their expert facilities for the crea- 
tion of effective sales messages addressed to their 
markets, they sometimes make the mistake of 
assuming that the agencies know more about the 
details of their businesses than they actually do. 

This impression may be due in part to the 
methods of agency solicitation, in which the abil- 
ity of agency organizations to solve difficult prob- 
lems is usually amply stressed. Consequently, 
when the agency takes over the actual job of pre- 
paring advertising campaigns, which must of 
course be related to immediate sales objectives, 
the amount of information in the hands of the 
agency may be inadequate to a full understanding 
of the situation. 

That is why the method used by a leading agen- 
cy in taking over new accounts has so much to 
commend it. Before it even attempts to make plans 
or to discuss copy, it sits down with company 
management and has the latter make a complete 
presentation of its position. Every important ex- 
ecutive, from the president and the sales manager 
to the design and production men, participates 
The history of the company, its competitive posi- 
tion, the acceptance of its products, its distribu- 
tion and sales organization, its previous advertis- 
ing and all other factors affecting its policies are 
not only discussed but recorded. 

After the record has been completed, the agency 
studies it in great detail, sifting the essential fac- 
tors from the less significant, and then working 
out the sales and advertising program with all of 
these important details in mind. In this way the 
agency does not run the risk of overlooking any 
factor which must be recognized in planning 
the campaign. 

While many agencies accumulate company his- 
tory in less formal ways, it seems evident that by 
recording the story and studying the background 
of previous operations, the agency will get a clear 


picture of problems and objectives that could not 


be obtained in any other way. In addition, both 
company management and agency organization 
are in agreement as to the basic factors which 


speaking 





should guide planning in the field of marketing 
and advertising 


The Element of Judgment 


s H. H. Kynett, of the Aitkin-Kynett Company, 
Philadelphia advertising agency, is also president 
of the Audit Bureau of Circulations, and in that 
capacity delivered an interesting and thoughtful 
address at the recent ABC convention in Chicago 

He pointed out the need for the factual data on 
media supplied through ABC reports, and em- 
phasized the desirability of continuing to furnish 
facts to advertisers and agencies for the purpose of 
enabling them to have as complete a picture as 
possible of both markets and media. But he added 
a comment significant because seldom stressed in 
the thinking of both advertisers and media. 

That is that after all the facts are in hand, there 
is still an important element of judgment which 
must be supplied. Facts in themselves do not 
automatically provide sound conclusions. Skilled 
and experienced men in all divisions of marketing 
and advertising must take the facts as they are 
organized and presented and reach conclusions in 
the light of how these facts affect the immediate 
problems of an individual advertiser. 

This is so true that it should be kept in mind 
even when major effort is being devoted to the 
task of gathering and organizing facts. Advertis- 
ers and agencies are constantly asking media for 
additional data, not only about circulation and its 
impact on markets, but about many other facets 
of the situation which may require additional re- 
search and fact finding. With new media coming 
into the picture, this is necessary and helpful. 

But after all the facts have been assembled, 
there is no ready-made conclusion at hand. The 
interpretation of facts will continue to be an in- 
dividual problem, based both on the needs of the 
specific company and the judgment and expe- 
rience of the individual advertising executive. That 
is why the task of the advertising man, confronted 
with a myriad of facts and no unqualified conclu- 
sion, is becoming more and more demanding 

For executives whose responsibility it is to spend 
advertising funds intelligently and profitably, this 
is both a challenge and an opportunity 





Why this 


is your Decade 


of Opportunity ip 





If you sell power transmission == belts, 
sheaves, pulleys, chains, sprockets, gears, 
equipment of any kind -- metalworking is 
your biggest market, You can look for it 
to continue to expand rapidly over the 

next ten years, 


This market is topping its highest pre- 
vious levels right now, Yet even the most 
conservative estimates indicate that metal- 
working will grow 50% bigger by 1960, 


Our urgent military program is one reason, 
Billions of dollars’worth of guns, tanks 
and other armament must be produced <= 
demanding extra horsepower reaching un- 
heard=-of heights. 





The expected population growth of at least 
18 millions by 1960 adds to the demand 

for more and more horsepower to produce 
things made of metal. 





Manpower shortages call for the increased 
productivity that new and better power 
transmission equipment provides, 


It will take a lot more of your products 
to make all this possible. How can you 
keep ahead of competition to get your 
share of this increased potential? 


ees By lifting your sights to the 50% 
bigger sales target ahead; by planning 
now the expanding sales and advertising 
program needed to capitalize on it; by 
making sure the men who operate metal- 
working plants know your products better 
than they know your competitors’, 


Magazine gives you the greatest 
coverage of U, S, metalworking plants. 
And through careful planning, STEEL's 
circulation keeps pace with the dynamic 
growth of your market, matching its 
plant coverage to buying power, 


As a result your advertising in STEEL 
continues to reach well over 90% of 
the buying power in this biggest of all 


industrial markets! 


THE PENTON PUBLISHING COMPANY + CLEVELAND 13, OHIO 


A PENTON PUBLICATION 
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Why audit trade show attendance? 


By William C. Copp 


@ WE HAVE WEATHERED OUT our first 
Exhibits Attendance Audit, and we 
have decided that it paid 

Exhibit 


managers will always have to do 


One thing is certain 
audience reports and they will 
only audit if it pays them 

There are four good reasons for 
Exhibits Audits. First 


exhibitors need good facts on show 


Audience 
audiences. Second, these facts need 
to be standardized for 
and clarity. Third, the figures should 


comparison 


be complete enough to prove the 
market possibilities of an exhibition 
and fourth, they should be audited 
to put the seal of honesty on the 
product of a lot of hard work 

But no one except the exhibits 
manager can logically provide the 
data for such studies, and he has to 
see the reason for the work and 
cost! In the past, those were the 
two obstacles to wide-spread action 
on such audits 

Until the formation of the Exhibits 
Attendance Audit Bureau, under the 
sponsorship of the Exhibitors Ad- 
visory Council, all talk of attendance 
audits was more or less pointless 
because there was no representative 
group doing audit work. The EAAB, 
however, came into being with good 
representation on its board with 
members from the Exhibitors Ad- 
visory Council, National Industrial 
Advertisers Association, American 
Marketing Association, National As- 
sociation of Exhibit Managers and 
from professional exhibition man- 
agement 

That looked authoritative enough 
to me, and I applied for an audit of 
the Radio Engineering Show in a 
hurry 

I suppose any exhibition manager 


100 / in justria) Marketing 


could prepare an attendance report, 
and swear to it before a notary, or 
have it checked by a good CPA and 
call it But, it 
still would be his own report in di- 
The fact 
is that very few managers even go 
that far 
weakness of a self-organized report 
More 
“total count” 
by a list of those who attended their 
show and call it “quits” at that 
Some of these reports have been 
good, particularly when at- 


an audited report.” 
rection and development 
because of the inherent 


show managers provide a 


report, substantiated 


pretty 
tendance was organized under com- 
pany headings and if the user knew 
his market so well that he could 
judge it by names 

But they fell far short of the kind 
of information advertising men could 
get on magazines and trade papers 
Only a handful of shows provided 
that sort of factual data 

I got a big surprise when I started 
working up my first show for The 
Institute of Radio Engineers seven 


years ago 


Few Questions Asked .. As an 
advertising salesman I expected po- 
tential exhibitors to ask me a lot of 
questions about this new show (we 
had dropped exhibitions some years 
before and had no figures on attend- 
ance) and what audience I could 
But this little show was 
without 


question, on a more or less rationed 


promise 
easily sold. Space went 
basis 

Selling space has been so easy for 
many shows that the managers see 
no real reason to provide audience 
facts. You even hear show man- 
agers say “Our exhibitors know they 
have to come into our show!” Funny 


thing is that the exhibitors seem to 
believe it! 

By 1947 our show was too big for 
hotels, and we had to move into an 
exhibition hall and that meant 
selling space. A few exhibitors 
started asking for good market in- 
formation. Although it was a small 
percentage of the total number of 
exhibitors, I could see that these 
were the intelligent buyers, and the 
“leaders” that other exhibitors would 
follow. I had space to sell, and I 
could see the reason for the work 
and cost! So we started 

Fortunately, by then we had 
carded registration from two past 
shows. When I tried to find out 
what data I should provide, I found 
a nice state of chaos. Every exhibi- 
tor I asked wanted something differ- 
ent. To provide it all would have 
been impossibly costly! Right away 
I could see how lucky we were in 
the publishing field to have an ABC 
and CCA to serve as arbiters be- 
tween publisher and advertiser on 
what should be standard informa- 
tion, how it should be compiled, and 
finally, to provide an outside audit 
to the final figures 

With no bureau then existing, all 
I could do was to try and duplicate 
the ABC type of information, and 
hope my customers and prospects 
would believe me. That meant that 
we were soon doing practically all 
the work necessary to an ABC 
statement on a show attendance . 
and it seemed silly not to be able to 
go the final step of audit approval, 
for very little more cost 


Big Show Audits Coming . . | 
faithfully believe that competition in 
some form will sooner or later force 


Jed on page 4 
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CHILTON News of automotive and aviation manufacturing 


Pubtletion ' ... America’s largest industrial market 
® from AUTOMOTIVE INDUSTRIES, Chestnut and 56th Sts. Philadelphia 39, Pa. 








CHEVROLET WILL BUILD a new aviation engine plant at Flint, Mich., adjoining its 
automobile assembly plant there. The million sq. ft. plant will be used for pro- 
duction of aircraft engines. Chevrolet currently has =e construction an expan- 
sion program at Tonawanda, N. Y., comprising 1 million additional sq. ft. for 
aircraft engine production. 


THE BUDD COMPANY has a subcontract from Chrysler to machine, weld, and paint tank 
hulls and turrets. A new $6 million plant is under construction at Philadelphia to 


house the production job. 


THE AUTOMOTIVE AND AVIATION manufacturing industries have a $20 billion order for 
defense materiel...tanks, planes, jet engines, tactical vehicles, rockets, etc. In 
addition the industries will be producing about $18 billion worth of automotive and 
aviation products for civilian use annually. This $38 billion field is America's 
No. 1 industrial market. And, its No. 1 advertising medium is AUTOMOTIVE INDUSTRIES 
...the news magazine of automotive and aviation manufacturing since 1895. 


CHRYSLER CORPORATION cars will offer tinted glass as optional equipment on 1952 
models. First of the Chrysler new models to appear will be Dodge, which will be 
shown to the public about mid-November. 


CURTIS—WRIGHT is losing no time in rehabilitating the former Otis Elevator machine 
shop for its new Metal Processing Div. being set up in Buffalo. The company hopes 
to have pilot operations under way soon after the start of the new year. 


UNLESS PRODUCTION FALLS drastically below what anyone expects, the automobile 
industry should build between 5.3 and 5.4 million cars this year, which would be 
second only to the 6.6 million produced last year. Trucks in 1951 should hit an all 
time record of 1.4 million, surpassing the best previous year, 1948, when 1.376 
million units were produced. 


THERE ARE over 9700 PROVED readers of AUTOMOTIVE INDUSTRIES in plants manufac-— 
turing complete aircraft, aircraft engines, aviation parts, accessories, equipment, 
materials, supplies, and in automotive plants with aviation contracts. A. I. is the 
advertising buy for covering aviation manufacturing. 


NEW AIRCRAFT ORDERS are being placed with Twin Coach's Cheektowaga, N. Y. plant as 
fast as others are completed. Because of the neck-and-neck pace of orders and 
shipments, the plant's backlog of orders continues to hold at around $40 million. 
All orders are for large airplane wings, parts and helicopter fuselages. 





RECEIPT OF AN ORDER for assembly of about 2,000 quarter-ton military trucks was 
announced by Rhys M. Sale, president of the Ford Motor Co. of Canada, Ltd. He also 
announced that his company is awaiting formal notification covering a sub-contract 
for the manufacture of jet aircraft wings for Canadair Ltd. of Montreal. 


ACCORDING TO the Advertising Research Foundation's BusineSs Paper Study of AUTO- 
MOTIVE INDUSTRIES, there are 1.7 proved readers per copy. Based on current total 
A.B.C. circulation, advertisers are provided with over 21,400 proved readers in 
3,124 automotive and aviation plants. The A.R.F. Study also revealed that 75% of 
AUTOMOTIVE INDUSTRIES proved readers directly influence purchases and make recom— 
mendations. 


THE MICHIGAN ECONOMIC DEVELOPMENT COMMISSION has appointed a committee to survey 
the need for greater steel producing capacity in Michigan. The committee currently 
is making a survey as to the actual need for more steel capacity, and what types are 
particularly needed. 








Back in the frightening days of 1931 when few 
people dared to take chances, Leo Wits did. He 
waded into the electrical contracting business 
with no money, “guts”, lots of push and an idea. 
His idea was to design electrical systems to ac- 
commodate the growing load rather than to 
conform to minimun design practices. The idea 
has paid off handsemely 

Today Mr. Witz is one of the major independent 
e-ectrical contractors in Chicago, president of the 
Cook County Electrical Contractors’ Association 
and is the only contractor member of the commis- 
sion rewriting Chicago's electrical code. His firm 
has about 100 employees including 6 engineers and 
2 estimators. Annual volume now well in excess of 
a million dollars is gaining steadily. He has built 
his business, not on low bidding. but on a quality 


Leo W. Witz, President of Continental Electrical Construction Company, Chicago, Ill. 


reputation . . . and the soundest engineering and 
electrical construction practices. 

Mr. Wits tells you that he makes continuous use 
of ELecrricaL CoNnsTRUCTION AND MAINTENANCE 
as an “operating tool” in his business. “I know 
some of the editors,” he says, “and have complete 
confidence in the magazine.” The company sub- 
scribes to two copies . . . and two engineers sub 
scribe at home. Every issue is closely read and 
carefully card-indexed for quick reference. These 
card files go back for years. 

Here is a company that has developed soundly 

. for the long haul. It has grown on a basis 
of progressive thinking and good performance... 
and its engineers, like its boss, keep a step ahead 
of the field by reading their business paper — 
ELecTrical CONSTRUCTION AND MAINTENANCE. 





_ has earned my complete confidence” 


“For over 12 years ELecrricaL CONSTRUCTION AND MAINTENANCE has been a continuous source 
of new ideas, methods and reliable product information. It has helped us 

do our jobs more’efficiently, more quickly — more profitably. That's why this magazine has 
earned my complete confidence,” says Leo W. Witz. 


This is the statement of a big customer . . . president of an electrical contracting company 
important enough to install half-a-million dollars worth of equipment for 

Zenith Radio's experimental “Phonevision” station . . . and wire American Cyanamid’s 
new plant-laboratory in Chicago. Add to these the electrical work for a 511 unit 

defense housing project and a high-powered distribution system for one building in the 
National Argonne Atom Reactor and you have a fair picture of this company’s position 

in the electrical construction field. 


Mr. Witz's engineers design about half of their jobs . . . work in close consultation 

with architects and builders on the rest. “We've got to have an authoritative and 
responsible magazine to keep up with what's new in products, systems and methods,” 
he'll tell you. “We've got to be able to tell the customers what's modern, instead of 
having them tell us.” 


That's the reason his engineering department keeps a card index file of articles from 
ELECTRICAL CONSTRUCTION AND MAINTENANCE. It’s the only magazine they index this way. 
The facts on file help to lick tough problems — fast. Like the lighting of Sportsmans’ Park 
for night racing . . . installing three hundred 1500 watt floodlights, transformers 

and switchgear in 14 days. It took 80 of his men to do the job. . . but 

the track opened on time. 


Mr. Witz is only one of the 23,750 busy contractors, plant electricians, consulting 
engineers and motor service shop owners who read and use every issue of 
ELECTRICAL CONSTRUCTION AND MAINTENANCE. These men count on your advertising for 
buying ideas .. . for product features clearly and usefully explained. 


Your advertising sells most when it tells most to the men who are creating vast markets 
for electrical equipment, materials and tools. Are you giving them your product story 

in the magazine they use as an “operating tool” . . . 

in the magazine that has earned their confidence? 


wote: If you'd like to have a complete report of our inquiring reporter's visit 
with Mr. Witz, ask any of our District Managers. 


ELECTRICAL 
CONSTRUCTION 
AND MAINTENANCE 


A McGraw-Hill Publication 
330 West 42nd Street. New York 18 




















Trade show audits 





even our biggest shows to prove a 
good audience of buyers.” Certain- 
ly, this kind of proof should be the 
ypening wedge for the manager of 
a growing young show! 

Crowd estimating is more an art 
than a science an art that favors 
the promoter every time. In most 
hotel shows 400 people look like a 
jam session. The sincere show man- 
victim of the 
bluffer in a battle of 
audience totals, in which thousands- 


ager is always the 


competitive 
figures can be tossed 
around with recklessness that has a 


of-visitors 


congressional ring. Just start count- 
ing seats in your church, or local 
theatre, and you will be surprised 
how big a small crowd looks 

The exhibitor usually feels he is 
an expert on audience judging. I 
find that our average exhibitor, if 
he is doing well, will usually over- 
estimate our attendance by about 
5,000. But, if he is tired, or as he 
becomes tired, he will tell you that 
our audience quality is dropping 
markedly toward the end of the 
show, or that it is “not as good as 
last year.” 

For my part, I am just as sold on 
sudited show reports as I am on 
audits for magazine circulation 
and more sold on the idea after our 


first audit than ever 


Why Audit? . . As an exhibition 
manager, here is what I get out of 


our own audience audit report 


at you when 
is a good re 
immediate and 
EAAB Report 
pener” when 


it before 


This is no apology for our past 
work, which was as good as we 
could make it. But, there is a great 
difference between a report you put 
out for yourself, and one with the 
EAAB audit group behind it as 
much difference as there is between 
a practice run without a coach, on 
an empty track, and a competition 
run with good advance coaching and 
the stands cheering. That’s when 
you turn in record performance! 

You find a dozen ways to “tighten 
up that study” next year, cut out 
wastes, get better classifications, and 
That is where 
the audit quietly pays back its cost 
to the manager, in direct ways. The 
big potential, of course, is in a better 


cut down on errors 


report and service to exhibitors 


“Trends 





in office supply manufacture. 
This shortage is exemplified by a 
leading fountain pen manufacturer, 
who gathered up all the gold, zinc, 
nickel and brass sweepings from his 
plant so that these floor sweepings 
could be reprocessed for further use 
Plastics are used wherever pos- 
sible, as in ferrules to hold erasers 
in pencils, thus replacing brass. This 
is not as satisfactory since it creates 
difficulties, but 
while plastic materials are not abun- 


certain production 
dant, brass is almost unprocurable 
for office supply items 

Also tight is rag content paper for 
ledgers and carbonizing tissue for 
On the 


rubber has eased for 


carbon paper manufacturers 
credit 
rubber band and eraser manufac- 

Certain grades of ribbon 
cloth are more plentiful for office 
Cheap- 


er paper for forms and binders are 


side, 
turers 
machine ribbon fabricators 


in greater supply 


The cost 


factor is also pressing 


As long as high volume continues 
this can be absorbed, but if volume 
falls off even a little, or material, 
labor and selling costs rise, the re- 
sult will be very serious for many 
producers. They have been operat- 
ing under price stabilization since 
the end of 1950. Manufacturers can- 
not withstand additional wage and 
commodity increases without being 
afforded some price relief 

The labor scarcity enters here. 
Some units in the industry are los- 
ing machinists and experienced 
hands to the defense industries with 
higher wage levels. Operating un- 
der price stabilization, the office 
supply industry finds it difficult to 
increase wages and even if they 
could, the above mentioned problema 
of price stabilization prevents them 
from so doing by preventing some 
small price rises. 

The new tax bill will hurt the 
office supplies industry along with 
every other. Some indication of the 
extra burden carried by the indus- 
try was the recent appearance of 
the president of the Fountain Pen 
& Mechanical Pencil Association be- 
fore the Senate Finance Committee 
to protest the extension of the 20% 
excise tax on all fountain pens, ball 
points and mechanical pencils. 

In summary, as long as high busi- 
ness volume continues the above 
disadvantages can be endured. There 
is a great volume of government 
business for almost every unit in the 
industry. Direct to the consumer 
business is also excellent. Manu- 
facturers selling to wholesalers and 
retailers find things a little slow 
since retailers are still well stocked 
from several months scare-buying 
following the outbreak of the Kor- 
ean War. 

This retail trade should pick up 
soon and it is expected to take up 
any slack that occurs in sales to 
government. This is important since 
the industry must continue its high 
volume of operation to earn profits 

WILLIAM R. SCHULHOF, editor, The 
Office, New York 





Exporter . . 


advertising serv 


nthly publi 
in three editi 


sh and F iguese 





Review 
of 


for the 
next 


5 minutes 


you're 
Editor! 


Hang your hat right here. You're editor, pro tem, of 
the most unusual news review published, the Review or THE WeeEK. Part and parcel of 
The New York Times every Sunday, it is a unique achievement in journalism, the most 


comprehensive and objective news review published 


Look around you. See whom you've got working for you. The biggest-of-all newspaper staff of 
reporters and correspondents, strategically posted throughout the world. ..the biggest-of-all 
newspaper staff of expert, knowledgable editors. Pulitzer Prize winners everywhere you look. 


No editor we know of anywhere has the manpower or resources you have 


No wonder you have the tightest closing of all newsweeklies, late to bed, early to rise ...6 PM 
Saturdays to 6 AM Sunday delivery. “Fresh as the front page” of America’s busiest newspaper is 


your standard ...and you're delivering more news to the column inch than anyone else. 


No wonder you can produce a tightly-written fast-reading news summary that wraps up the week’s 
significant news so satisfyingly for busy readers . plus background that helps them understand 

the meaning of the news, and informed, unbiased interpretation that helps them evaluate it. 

No wonder you've created such a powerhouse of an advertising medium. .. with the impact 

if a daily newspaper, the prestige of The New York Times, the coverage of a giant... 1,100,000 
strong, and influential. 

All right, you're a business executive again. When does your advertising start producing for you 


in the REVIEW OF THE WEEK? See your advertising agency or see us 


the newsreview you get every Sunday exclusively with The New York Times 


the 
Week 


The New Jork Times 


THE NEWS OF THE WEEA IN REVIEW 
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You're looking over at San Fraxcisco’s 
$35,000,000 Golden Gate bridge, proud 
product of metalworking fabrication . . . 
a majestic No. 1, boasting the world’s 
longest single span—4,200 feet. 


w 





_ there's only one No. 1 





in metalworking 


The IRON AGE has the largest weekly 

distribution in metalworking . . . your 

most dependable and direct bridge to 
the mighty metalworking market. 


The IRON AGE has the largest weekly metalworking sales in the happy hunting 


distribution in the metalworking field— grounds of America’s No. 1 market. 





30,164 copies. That’s more than any other 


‘ ; .1...1N PLANT COVERAGE 
metalworking weekly . . . and the highest -1...1IN WEEKLY CIRCULATION 
.. IN READERSHIP SURVEYS 
.. IN MARKET COVERAGE 
.. IN ADVERTISING VOLUME 


in its 96 years of growing with metal- 
working. These copies reach 18,062 plants 
No. 1 in Metalworking... 
. important plants that account for Amorten’s He. | Mashet 


os _ 
97% of the industry’s buying power. ovllronAge 


ECA CA 
You’ll move with reader traffic when you @® 


THE ONLY ABC METALWORKING WEEKLY 
A CHILTON PUBLICATION, 100 E. 42nd ST., N. Y. 17, N.Y, 











make The IRON AGE your high road to 
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Employe, public relations 





Will married women be laid off?”; 
Must an employe rate to get idea 
awards? Is dues deduction a po- 
litical racket? 


not getting a square deal?” 


Are some employes 


A regular candid camera page 


“How GE helps keep 


‘and occasionally a spe- 


tells employes 
jobs steady 
cial insert on some important ques- 
tion such as, “Joe Becomes A 
Stockholder,’ 

is issued with the paper. In 


in a cartoon technique 


these and other ways the works pa- 
pers try to reach GE employes 
quick, thoroughly and accurately 
GE's Objective No. 2 is to “give 
employes an understanding of the 
work they are doing the products 
they are making, and the use to 
which these products are put Be 
cause of specialization, the end re 
employes’ jobs is not 
GE feels As readers 


of this department well know, em 


sult of many 
self-evident 
ployes can perform operations for 
years and still not appreciate their 
nterrelation with others 

The company, through its work 
newspapers keeps employes posted 
m products with picture stories o1 
uch items as a new plastic cabinet 
a new meter, a new line of telev 
ion sets The employe needs only 
to read the short article, look at 
the pictures and quickly identify 
himself with the operation regard 
less of the plant he works in. One 
ich feature goes a step farther ir 
describing a sales division, and a 


€ devoted to human interest 


articles on members of management 

To give employes information on 
matters in the “economic, social and 
political fields which affect their 
jobs” is Objective No. 3. This is 
the toughest of them all, because 
employes are puzzled by problems 
of.a national and international na 
ture. They have 


cases suspicious and cynical GE 


become, in some 


met this growing attitude head-on 
with a running series of hard-hit 
ting display editorials used as back 
pages of the works publications 
Inspired by L. R. Boulware, GE's 
vice-president in charge of employe 
and plant community _ relations 
these editorials take the gloves off 
They marked the beginning of the 
end of the hush-hush era in indus- 


and to Mr. Boul- 


vare the science of employer-em 


trial journalism 


plove communication owes a debt 


How does GE feel about unions? 
was the label of one such article 
Later subjects included communism 
a discussion of equality of pay in 
different GE regions. “Should wages 
go up and down with profits?” was 
another, and “How big are General 
Electric 
Readers find the stuff very straight 


profits? was another 


from the shoulder, which is why 
they read it and like it 


Objective No. 4 is “to give em 
ployes news of themselves in an 
attractive and interesting manner 
This is accomplished through good 


local level picture stories about per- 


sonnel, both on and off the job, and 
by newsy departments from which 
the libel and the silliness have been 
stripped. Group activities, like the 


quarter century club, sports and 


others are well and interestingly 
< »vered 

Some two years ago GE called in 
two leading opinion research or- 
ganizations, asked them to dig deep 
into publication effectiveness and 
pull no punches in telling what the 
people thought of them. The re- 
sponse was warming. The GE works 


to be 


among the 2,000 employes polled at 


newspapers were found 
ten plants, the chief source of in- 
formation; they were rated most 
honest and reliable of all sources 
of information; they were consid- 
ered the media that presented the 
news most interestingly The pa- 
pers’ individual readership proved 
high. They were found to be read 
chiefly at home, and nearly half 
the wives rated themselves readers 

The employe and plant community 
relations services division is prop- 
erly proud of the showing, but not 
boastful. They're still closer to the 
beginning, they feel, than the end 
But, says Fred N. Neal of the divi- 
sion “From all that we have 
learned so far, there is great prom 
ise that the tremendous problems 
we are facing in the field of human 
relations can be solved, if only we 
are willing to put forth the inge 
nuity, the imagination and the effort 
required to do the job 





HOW TIMES HAVE CHANGED! 


Today 
INSTRUMENTATION 





is Big Business 


Not long ago, production in the Chemical and Process Industries 
was dependent upon the routine analyses of laboratory chemists, 
who checked the quality of every lot of raw material and every 
batch of product. 


Today, modern analytical and control instruments are linked 
into control panels like that at the Narrows, Virginia plant of 
Celanese Corporation of America, shown above. They make pos- 
sible continuous processing and quantity production. 


These instruments grow out of the fundamental accomplish- 
ments of the chemists and engineers in instrumentation, 
control and analysis. As these technologists develop new 
instruments and instrument uses in the laboratory, they 
quickly adapt them to plant operations. They are the men 
who specify purchases of control and analytical instruments, 
and component parts. 


ANALYTICAL CHEMISTRY is the only workmagazine 
specifically serving the Chemical and Process Industries in 
instrumentation, control and analysis. 


ANALYTICAL 
CHEMISTRY 


The W orkmagazine for Instrumentation, Control and Anal» sis 


© Brown Brothers 

















An AMERICAN CHEMICAL SOCIETY Publication 
Advertising Management: REINHOLD PUBLISHING CORPORATION 


330 West 42nd Street, New York 18, N. Y. 
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What put this shaver 
in the headlines? 


The new Schick "20", appecrance designed by Carl Otto, 
won the Industrial Designers’ Institute Aword for “note- 
worthy and fresh approach to design and function.” 


fhe “pocket-sized power-house” designed by Norman Gray, 
Chief Engineer of Schick, to fit the new shape, ploced motor 
ot 15° off center, and stondord tubular copacitor over 
connector plug prongs. 


THIS STORY HAPPENED to be about an electric 
shaver. And about appearance design. The problem 
could have been thermal insulation, the integration 
of sequence controls, or variable speed drives. The 
end product might have been an adding machine, 
a molding press, electric range or magnetic recorder. 
They all pose daily problems that combine electrical 
and mechanical designing techniques in product 
planning teday. And every step of the way . . . right 
to the final finish . . . ELECTRICAL MANUFACTURING 
gives designer and engineer the detailed help they 
need to keep up with the times 

Never has there been such a continuing call for 


new ideas... new facts ...answers to questions 


no / 
/ 


that crop up in brand new applications brought to 
the product designing board by the growing de- 
mands of the sales department . . . or the customer 

. or the military. 

That’s why the designers and engineers in 
all the plants making more than 1,900 different 
electrically operated products read ELECTRICAL 
MANUFACTURING so thoroughly today. And that’s 
why companies that sell to this dynamic mar- 
ket used 3,599 advertisements in ELECTRICAL 
MANUFACTURING in the past 12 months. They know 
it’s the place to sell the whole broad market . . . at 
the design and engineering level ...the buying 
and specifications level. 








NEW 
APPEARANCE 
DESIGN 


For years, electric shavers had been streamlined about 
@ central motor. But Carl Otto had plans for a smaller, 
easier-to-handle Schick shaver. Could the engineer swing the 
motor around at a 15° angle, to save space? He could... 
ond made it shave 30% faster. Could he tuck a smaller 
capacitor into a comer? He did ... and cut the cost, too. 
Working together, designer and engineer produced a shaver 
that’s compact, easy to manipulate, handsomer and better- 
performing ...“a palm-sized power-house” featured in 
@ great sales campaign. 

This relatively simple problem, told step by step in 
ELECTRICAL MANUFACTURING, is a clue to what's going on 
at a great pace in the engineering design of all kinds of 
electrically operated machines, appliances and equipment. 
Simple or complex, every design is an electromechanical job 
in which decisions on materials and finishes are all tied up 

As you'd expect, ELECTRICAL MANUFACTURING paces 
the field ... analyzing the principles of good appearance 
designs, explaining the engineering techniques, helping to 
develop new and better ways of product making. It has 
@ special picture section of “Today's Product Designs” 
in every issue. And since 1935, it has made 60 awards, 
in its Product Design Competition. 

ELECTRICAL MANUFACTURING stresses the importance 
of integrating appearance design with engineering design 











PLASTICS LAMINATES 





NEW SERVO APPLICATIONS 


tell 
How provides 
control 





What short-time tests 
about dielectric breakdown 
and fatigue properties 

/ servo system 

strip process machines 
"s 





BUILT-IN THERMOSTATS 
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fa’ 
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RELIABLE ELECTRONIC EQUIPMENT 


. Ag . / Signal Corps research programs ~ 
IT'S AN Jeciromec G2/7/C2/ PROBLEM set new performance standards 
for materials and components 
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Fires promote Kaylo 





program did not get underway until 
1948, the Kaylo 


years earlier In 


be gan ter 


Owens-Il! 


story 
1938 


nois, looking for new 


research and 


development projects to follow its 
work on glass fibers and glass block 
became interested in the develop- 
ment of a hydrous calcium silicate 
product The 


material seemed to 


have its greatest potential in the 
building field and so offered a log- 
glass block, at 


that time the « ympany's only prod- 


ical supplement to 
uct for the building market 

Also, hydrous calcium silicate was 
a logical choice because it was made 
of the same materials (lime and 
sand) which go into glass, a product 
with which the company had long 
manufacturing experience 

The new product was first sold 

1943 

Insulux,” also used for 


In 1945 


based 


commercially in under the 
trade name 
the company’s glass blocks 
the new name was adopted 
on the fact that the material had a 
low thermal conductivity, symbol 
ized by the 
So “ke plus low became Kaylo 
In 1947 


started, we cl 


engineering tern k.". 


before adve rtising had 
sed a sale for the roof 
deck material to be used on a new 
nine-acre warehouse. This gave us 
an excellent opportunity to publicize 


Kaylo root tue 


graphs on 


Stories and photo- 
this job were released to 
the business press and received wide 
coverage. This was the first planned 
promotion for the 


Also, in 


present field sales force 


product 
1947, the embryo of the 
armed with 


loose-leaf sales manuals photo- 


graphs and samples, began calling 
on architects, ens 


and building 


Sales up 500% im ‘48 .. Until 
1948, Kaylo had been almost entirely 
1 research, engineering and manu- 
This was the first 


year sales and sales promotion 


facturing show 


pie got into the act We con 
trated our early advertising on the 
new Kaylo name 
dantic 


calcium silicate 


avoiding the pe- 


unfamiliar term, hydrous 


' } 
ana were careiul 


’ 


» use Kaylo as a trade name, and 
not as a generic tern All adver- 


tisements were, and still are, of the 


us / 


Speed-on DECK... 


<.° —- FSOOO seuaie ‘eet vt rool completed 
<< in FS dowrs with Kayle insulating Root Tile 


ie 


KAYLO 


firet om colenem shew 
ue @ NOLS Gloss Compeny 


” 


prorecred by 


j 


“Tell All” 


tell all type. directed to the ana- 


lytical buyer who compares out 

ducts with othe 
b 

Printed literature for each Kaylo 


product was pret led in the 1948 edi- 


rs designed to do 


tions of several nationally distrib- 


ited catalogs. Each year since then 


our use ol 


catalog services has in- 
creased 

One of the more interesting parts 
f the 1948 program was a publicity 
demonstration staged for the press 
and newsreels 

The United Plywood Co 
had capitalized on the incombusti- 


Kaylo by 


wood veneer faced door which used 


States 


bility of developing a 
the product as core material. To 
help introduce this Kaylo-core door, 
the first wood-faced door to receive 
from Underwriters’ 


a fire rating 


Laboratories, we staged a fire dem- 
ynstration 


Two doors 


ordinary wood door 


a Kaylo-core door 
und an were 
set side by side in one wall of a 
simulated hotel room, complete with 
ig, furniture and cheesecake. A 
huge bonfire was built so that the 

Mag- 


editors and 


flames hit both doors equally 
azine and newspape! 
newsreel cameramen saw the Kaylo- 
withstand the fire for 


core door 


n ly an hour, while the conven- 


door completely burned 
through in a few minutes 

The demonstration received wide 
publicity in the business press and 


daily 


papers, was used by the wire 


Fox- 
Movietone and Universal newsreels 
Another release that clicked with 


services and appeared in 


the press, this one demonstrating the 
strength of Kaylo, was a picture of 
the University of Toledo’s football 
team, complete with coach all 
mounted on a single panel of Kaylo 
supported only at opposite ends 
Our 1948 sales 


times greater than 1947 


were nearly six 


Double sales in "49 . . [n 1949 all! 
of ow promotion activities were ex- 
panded, and for the first time, trade 
shows were used to publicize Kaylo 
That year, 30,000 people saw Kaylo 
demonstrations at trade shows 

To help bring our products closet 
to the local buyer . . they're all local 
we placed “where to buy it” ads 
n the classified telephone books of 
key cities 

In this same year, we found our 
products had stimulated so much in- 
terest we could no longer play down 
the term hydrous calcium silicate 
even though it was quite a tongue- 
twister. Prospects wanted to know 
what Kaylo products were made of 

So, gradually at first, we began to 
use the term hydrous calcium sili- 
cate in our advertising and printed 
material. Inasmuch as the raw ma- 
terials of which Kaylo products are 
made are similar to those used for 
glass, this gave us a chance to ex- 


plain why a glass company was 

making a material which looked and 

acted so little like glass 
Also 1949. we 


series of meetings 


during began a 


clinic designed 


especially for management, engi- 


neering and purchasing people of 
our prospect companies. Our key 
men used samples of the products 
simple demonstrations and _ visual 
aids to tell the story of Kaylo and 
the products made from it 


Carefuly 


rehearsed and timed, the 


clinics lasted an even two hours 
from ten to 

with the 
The meet- 


ings, usually for guests from a single 


Attendance ranged 
eighty for each meeting 


average at about thirty 


company, have been held in major 
cities from coast to coast 
With 


month, we use the same 


clinics scheduled twice a 
“cast” and 
also the same props. Organizing the 
meetings was much like producing a 
play, with koy sales people serving 


as actors and writers and sales 





We're on the Way! 


Looking into the future isn’t idle amusement to business 
executives ... it is often the most serious problem they 
face. Decisions must be made today which have a 


profound bearing on a company’s future position. 


A vear ago, the economists took a look at the next ten 
years and told us that a decade of opportunity lay 
ahead. The markets of 1960 would be tremendous. 


For example: 


Population would increase from 150 mil- 


lion to 168 million. 


$284 billion 


in 1950, would rise to $371 billion by 1960. 


The Gross National Product, 


Metalworking sales would climb from 
$81.5 billion to a 1960 peak of $120 billion. 


New plant and equipment expenditures 
would reach $23.8 billion compared with 


$18.5 billion in 1950. 


C*| -_ 
— 
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It is now one year later. Let’s take a look at the progress 


that has been made and re-evaluate these forecasts: 





The Census Bureau pegs 1951 population 
at 153,490,000. At that rate of growth 
the forecast of 168 million in 1960 is 


going to be low. 


Enough final figures are in to show that 
the 1951 Gross National Product will 
average $320 billion... and for the fourth 


quarter will run close to a $325 billion rate! 


Metalworking sales will hit $102.4 billion 
in 1951... 


in just one year! 


. half way to the 1960 estimate 


In 1951 spending for capital equipment 
will total $24 billion. That's higher than 


the 1960 forecast right now! 


Certainly there has been some inflation in the past year 
...and accelerated defense spending has helped to “push 
the clock ahead.” 


basic progress of the past year indicates that the econo- 


But regardless of these factors, the 


mists were right—and if anything, a bit conservative. 


The 1950's are a decade of opportunity . . . the markets 
of 19600 will be tremendous. But this is a moving, grow- 
ing opportunity. It calls for action today. The com- 
panies which are planning now... and advertising 
now... Will be strides ahead of competition in the 


years to come. 


™ PENTON funn? 


PENTON BUILDING « CLEVELAND 13. OHIO 





Magazines aren't born great. It takes years. . 


‘ 


/? takes journalism 


- more t 


pioneering and outstanding service to an industry to develop the 
influence that makes ELECTRICAL WORLD an energetic and continuing 
force in the “great growth” electric power industry, today. 

Here, for example, are some of the outstanding editorial jobs in ELECTRI- 


= 


a 


CAL WORLD’s 


why advertising in its pages has such great impact. 


i. The once-a-year STATISTICAL AND FORECAST 
Issue. Started in 1904, it was the industry's only statis- 
tical sourcebook for 20 years. Today, it is the indus- 
try’s accepted guidepost to the year ahead. This alone 
makes ELECTRICAL WORLD the basic authority in 
its field. 

2. Continuing a philosophy toward system planning 
by utilities which was started by a famous article in 
1929, Electrical World is now planning broader, more 
timely and useful articles on the system. Since 1929— 
for 20 years—Electrical World has hammered home 
system planning so consistently and skillfully it's now 
an accepted concept. 

3. “THE ELECTRIC POWER INDUSTRY — Past, 
Present and Future” was an entire issue of ELEC- 
TRICAL WORLD in 1949. It has since been published 
as a book. It was the first comprehensive study of 
the development of modern electric systems and 
apparatus... 

4. “BLUEPRINTING THE FUTURE,” analysed the 
political, economic and technical trends of the indus- 
try from 1950 to 1965. It’s widely acclaimed . . . widely 
circulated . . . widely used in scheduling expanded 
production. It was followed in 1951 by “Mobilization 


lind 
/ 


114 


years of active journalism. They are some of the reasons 


Today and in the Next 4 Years,” a measurement of the 
industry's place in today’s economy. 

The list could go on... and on. It could show 
the periodic STEAM STATION COST SURVEYS 
that help solve the major problem of generating 
a kilowatt at lower cost. Or the important articles 
on buried cable, the Safety Issue, the widely-used 
“Cost-cutting” issue in 1949, the roundup of 1950 
storm data, with 13 major emergency problems 
of storm damage documented, the yearly Forecast 
Issue that expertly measures the coming year . . . 

But the point is clear. ELECTRICAL WORLD 
. . from close knowledge of the 
. to provide the month-to- 


is edited creatively . 
industry and its needs . . 
month program of outstanding service that not only 
helps the industry to grow, but gets down to the 
basic, brass-tacks handling of its major problems. 

When readers look to a single magazine for such 


active leadership, naturally they read its — 


ing, too, with more active interest. 


A 





rome Bl oatmcal 


JOURNAL OF THE GREAT GROWTH INDUSTRY FOR 77 YEARS 


“ A McGRAW-HILL MAGAZINE 
/ MeGRAW-HILL BUILDING, NEW YORK 18 
ABC + ABP 
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promotion people as script doctor: 
directors and prop men. As soon as 
the basic 
lished, the entire operation was tak 
en over by the sales department 
During 1949, inquiries from sale: 


formula became estab 


promotion increased to an average 
of 450 per month. And Kaylo sales 
for the year doubled the 1948 figures 


Double again in ‘50 . . Prior to 
1950, annual sales meetings for field 
sales engineers had been held in 
Toledo, where the company’s main 
sales offices are located. In 1950 
however, we decided to stage our 
meetings at the two Kaylo factories 
in Berlin and Sayreville, N. J 
There were two reasons for the 


shift 
a better picture of 


First, it gave the sales force 
manufacturing 
problems and second, it gave the 
manufacturing people an opportu- 
nity to see the effort being put into 
selling their ware As a furthe1 
means of letting our plant personne! 
know just what was going on, we 
set up displays of current sales pro 
motion both 
and also at the Toledo general of- 
These displays ar: 
each month 

During 1950, Kavlo sales « ng 


neers reached the point 


material, at factories 


hees changed 


had too much to tell 

technical and so diverse were thei: 
products that they often lost thei: 
prospects in a shifting sea of expos 
tion. The answer to this problem 
was an easel-type presentation, sub- 
divided into five parts one illus- 
trating the general background of 
hydrous calcium silicate, and each 
of four others illustrating the selling 
points of one of the four principal 
Kaylo enabled _ the 


salesman to present a better organ- 


products It 


ized and more understandable story 

while saving time for both thei: 
prospects and themselves 

The presentation is large enough 
and sufficiently simple to be viewed 
by as many as ten people at a time 
yet small enough to fit a salesman’s 
brief case 

At year’s end, we had 
doubled Ka, lo sales, and for the 


agair 
first time in spite of increases in 
manufacturing capacity and per- 
formance . . reached the point where 
demand exceeded supply 


More ads in ‘51 . . Promotion plans 
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Which ad 


attracted 


Below is 
the answer 
to the problem 


on page 56 


more readers? 


® THE LINK-BELT AD attracted more 
readers 

An important factor undoubtedly 
was the Link-Belt's appeal to a ma- 
jor interest of Power readers . . coal 


The ad of- 
including dia- 


and how to handle it 
fered a case history 
grams and picture, of how one cus- 
tomer used the advertiser's equip- 
ment to handle coal efficiently 
Republic broadened and probably 
weakened its appeal (in Power, at 
by talking product without 
mentioning any type of material 
related problem. This 


usable in 


least) 


handled o1 
technique made the ad 
business papers in a variety of fields 


ymnstruction, mining, coal, etc 


Link-Belt 
Seen 


but the impact within each field was 
lessened. Link-Belt gained by de- 
signing its ad for power publications 
and an audience interested in coal 
handling 
Republic 
caption technique to tell the cus- 
tomers how to avoid excess wear 
on the conveyor belt. But pictures 
and captions were handicapped by 
a fairly heavy Ben Day background 
that made them harder to read. A 
final obvious, but not all-important. 
advantage for Link-Belt was a page 


1 position 


used a good picture- 


The scores, as reported by Daniel 
Starch & Staff, New York 


| Republic 


Seen. 


Noted Assoc. 








@ Noted 


@ Seen-Associated <e: 


@ Read Most 


Cost Ratio 


COREE REET E REET EEE EERE EEE EERE RHEE TEETER EERE E EERE Eee 


for 1951, in addition to a healthy 
schedule in business papers, called 
for a series of double-page spreads 
in Newsweek and Time. Although 
we were oversold, and the additional 
space would pull extra inquiries 
which we could not turn into im- 


mediate sales, we decided our plans 


should not be held up because of a 
temporary condition 

Also, we felt the time had come to 
establish clearly that hydrous eal- 
cium silicate was a new basic mate- 
rial with a wide variety of potential 
applications, and that Owens-Illinois 
was the developer and first success - 





USE THIS PUBLICATION 
TO SELL THE INDUSTRIAL 
SOUTH AND SOUTHWEST 


Giant to be dwarfed. \ow the largest con 
tinuous process plant in the world under one 
roof, this Oak Ridge. Tennessee. facility will 
be dwarfed by the huge new Savannah River 
Plant being built for the AEC near Augusta. 


(,eorgia 


In the Southeastern states alone current 
plant expansions to meet defense program 
needs already have reached a billion dollars 


in expenditures. 


Surging industry along the Gulf Coast and 
in the Southwest continues to fire the imagi 


nation and the nation’s defense production 


' 
' 
' 
' 
i 
' 
' 
' 
' 
' 
' 
' 
' 
' 
' 
' 
' 
' 
' 
' 
' 
' 
' 
. 
we 


This region's thousands of small and 
medium-size plants both old and new 
share the headlong prosperity of its giant-size 


developments 


SOUTHERN Power AND INpUsTRY is edited 
expressly for this fastest-growing industrial 
market. It puts advertising in touch with 
millions of dollars of Southern and South 
western buying power unreached by national 
industrial publications. Write for the facts. 
You will want to schedule extra space for SPI. 


Seuthern Power and Industry 


806 Peachtree St., N. E. Atlanta 5, Georgia 
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ful commercial manutacturer of it 
Coincidentally with the start of 


the expanded advertising program 


. . . 
we released a news story covering t 
an expansion program for both ] ] ) ‘ok ] S | ial 


Kaylo plants 


Do's and don'ts . . Here are some 
of the things we have learned about 


introducing a new product They 





apply to practically any type of 


product or market 
November / 1981 


1. Include all of the techniques 5-9... etrigerat 
of multiplying a sales story. Spac« , a 
advertising to create interest, pro- 
duce leads and uncover new mar- 
kets Publicity to corroborate the 
advertising story through the medi- 
um of an impartial observer the 
editor Trade show exhibits to bring 
the product itself to the potential 
use! Movies and slides to show 
products in use. Direct mail to help 
develop leads on a highly selective 
basis. Printed material and othe: 
sales tools to make the personal sell- 
ing job easier. Catalog services to 
make specification data available al- 
ways. Classified telephone direc tory 
advertising to make it easy for pros- 
pects to get in touch with the com- 


pany while in a buying mood 


2. Work intimately with you 
sales department. Both departments 
will function more effectively. Sales 


promotion is a part of sales 


3. Keep company personnel as 
well as customers and prospects in- 
ed of sé promotional activ- 
notion is partly 


don t 


4. See that your 
ious and well 
gran once planne¢ 


ecuted with li 


December 
9-14 
advertising 
he impression 
better than the 


rather than that the 
- January / 1982 


advertising is better than the prod- 
7-10 


the Se aeas 











Top Production Men Attend 
this “Show” every Month 


A punch press loader announced 
in IEN in October suggests what 
the factory of the future will be 
like . . . the unit can pick up work 
from an incoming convevor or 
magazine, place it in the dies of 
the machine, remove it from the 
dies, forward it to the next opera- 
tion. It doesn’t have to stop for 
lunch, either 


Here's an ingenious instrument 
called the Hydrolevel. Consists of 
a reel with a 40-foot leneth of 
plastic tubine. a reservoir of water, 
and a gave head with a built-in 
marking device. Set um the reel 
at anv des! i point, and take the 
gage head (with tube attached) 
under a fence. around a tree, past 
anv obstruction to the position to 
be checked. The water in the tube 
instantly finds its own level, and 
the gage head enables you to mark 
the exact level. 


These are iust two of the 235 new 
products described in some detail 
in Industrial Feuinment News in 
October. In addition, TFN men 
tions and briefly describes 153 
pieces of new literature and 44 
news notes No wonder top oper- 
ating, engineering and production 
men look upon Industrial Equip 
ment News as a kind of Industrial 
Equipment Products Exposition on 
paper .....a “show” that runs 
12 times a year and comes right 
into the plants where they are 
working 


REPRESENTATIVES—ATLANTA * BOSTON 


CHICAGO 


Your | Aebisttiniand 


is only as good as the men abe nendl if 


The best copy you ever produced wouldn't sell a conveyor to the office boy. 
Not because your copy wasn’t good, but simply because the office boy doesn’t 


buy conveyor equipment. 


If you are selling conveyors — or other equipment or parts or materials 


— to industry, you are aiming to reach: 


Production and operating men 
Engiheers with plant, production, operating responsibility 
Administration officials active in plant operation 


Purchasing men 


These four groups make up 94% of the 60,000 readers of Industrial 
Equipment News. In response to our reader verification (over 85% average 
° . . . . 
returns) these men tell us how their job functions overlap. By percents, it 


looks like this: 


39.9% are in production management 
50.0% in plant engineering and operation 
35.69, in purchasing 


43.5% in product design and engineering 
Over 92% of these men have requested Industrial Equipment News. 
Reader verifications show that they use LEN for finding products they need. 
For more complete information about Industrial Equipment News readers, 


see the new NIAA Report, one of the informative pieces in our new Media 


Data Reference File folder. A copy is yours for the asking. 


* CLEVELAND + DETROIT INDIANAPOLIS + LOS ANGELES + PHILADELPHIA + PITTSBURGH 
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Advertisers use color inserts 





announcement The insert rated 
among the ten best read ads in one 
ssue in a survey by the Advertising 
Research Foundation 

Another good use for the insert is 
getting inquiries for your sales force 


st, Mr. Fensholt said 


business card in the 


Including a 
reply insert 
helps turn the trick 

Verifying the advantage of fuller 
ontrol over color in inserts and in 
ecting an optimistic note on cost 
O. H. Niendorff 
ng manager, American 
New York, said 

Including cost of space, a typical 


black and two 


assistant advertis- 


Brass Co 


insert in 


colors costs only 5 or 10 


two-page 
more than 


publisher printed the ad wit! 


af the 
Matching colors This is predicated 


mn our using 13 metal trade papers 
Fequiring : run of about 250 
p00 

For this slight premium we 


th« stoppe! 


er 90-pound stock 


hay 
ave 


advantage of using 80 
c »ympared with 
the publisher's usual 50 or 60-pound 
Stock In 
Gurate control overt 


efforts to match the 


addition, we have a 
color ir our 
various shades 
of copper and alloys. To control the 
Printing of 13 publishers, each using 
Black and two 
would be a frightening thought 

A nothe 
from going too high is the 
bility of 


enve lope stuffers 


} 
colors 


matching 


factor that keeps cost 
adapta 
nserts as mail pieces 
We frequently take advantage of 
print over lirect 
ww a selected field and sometimes the 
ad is 
direction,” Mr 


supplementary 


-runs mailing 
ntentionally pite hed in that 
Niendorff said Ar 
other benefit is that 
when a good customer of ours is 
featured on one side of a two-page 
insert, we frequently will over 
10,000 or more for his account drop 
ping off the backed-up page. Sucl 
mailings by our customers have 
been very successful.” 

J.V.K 


ager, Cutter Laboratories, Berkeley 


Harger adv ertising man 


Cal who also uses inserts as mail 
pieces, agreed that the extra cost of 
inserts is slight 

“Our purpose in running inserts is 
visually and 


to attract attention 


physically to our sales message,” he 


ELEI TMT 


+wucox 


Cover picture. . 





one might think when 
a comparative cost analysis or 
two-page two-color ad repro- 


Make 


ol your ow! ist and 


luced by the publicatior 
omparisor 
ou'll see what we mean 


As to 


have found it 


intensit of insert use we 
meets our require- 
nents to secure bulk rates on a 12- 
time rate basis and schedule two in- 
leaving out 


serts and eight pages 


slow months and using the insert 
bang harder on more favorable 
” ths 
President William M. Bailey of 
William M. Bailey Co., Pitts 
burgh, is a strong supporter of col- 
especially when par- 


’ in inserts 


ticularly adaptable to the product 
Said Mr. Bailey 
The basic 


advertising on special blast 


reason for using colo 
n our 
furnace products is that color at- 
tracts. There is no question that 
for certain products, a much better 
than 


ad can be produced in color 


in black and white.” 


Another company that has found 
considerable functional use in colo: 
and inserts is Smith, Kline & French 
Laboratories, pharmaceutical house 
that often uses color drawings of 
parts of the human anatomy. Ad- 
vertising Manager Tobias Wagne: 
said 

“The primary reason for our us- 
ing one of our insert campaigns at 
extra expense was to be able ac- 
curately to depict [human] tissue 
color and tissue texture in the ut- 
We sel- 


merely 


most delineation and detail 


dom use four-color work 
to be impressive or to create pres- 
tige. Our policy is to reserve such 
effort and expense for subject mat- 
ter which will be functionally en- 
hanced by four-color process.’ 
Disagreeing with this policy of 
limiting oneself to functional use of 
color, another executive frankly uses 
W.M 
vice-president in charge of 
Carne- 


t simply to create prestige 
Cowles 
sales, Superior Steel Corp., 
zie, Pa., said 

We feel that color inserts add to 
sur prestige, as they probably come 
to the attention of the top execu- 
tives, whom we could reach in no 
Yther way and subconsciously they 
must feel they are doing business 
with a high grade company.” 
Other advertisers use the medium 
for greater visibility. This practice 
is supported by John Goulet of Mel- 
drum & Fewsmith, Cleveland agen- 
cy, which prepares color inserts for 
several clients, including Thomas 
Steel Co., Plaskon Division of Lib- 
bey-Owens-Ford Co. and National 
Supply Co. Mr. Goulet declared 

“As far as the Thomas Steel Co 
s concerned, the primary reason fo 
attention value 


buying inserts is 


Most recognition, comment and ac- 
tion as a result of Thomas advertis- 
ing has come from special positions 
such as front covers. The next most 
visibility results from the inserts. In 
this respect, their additional pro- 
duction costs have been justified.” 

Other users of color inserts made 
the following observations 

R. B. Reid, manager, 
advertising division, General Elec- 
tric Co., Schenectady, N. Y.: 

“Our sales force is considerably 
more aware of our motor promotion 


industrial 


since we started using full color 
than it ever was before. Over the 
years, it has been our experience 








Best reason for advertising today — 


is TOMORROW! 











DIGEST 


TO SELL, PRESELL AND HOLD YOUR 
OVERSEAS BUSINESS MARKETS... 


READ THESE QUICK FACTS TO SEE WHY YOU NEED THE 





The McGraw-Hill DIGEST was the first export busi 
ness magazine to qualify for membership in the Audit 
Bureau of Circulations . . . This ABC certification guar- 
antees to advertisers in the DIGEST—an ABC ‘known 
Audience’ of the right people who pay to read the 
DIGEST to keep abreast of the latest industrial, technical 
and scientific developments throughout the world . . 


The DIGEST's selective paid circulation beams the 

advertiser's message — without waste — directly to top 

Rtieee.. management, where decisions are made and policies de- 

RA a. ™ termined . . . Control is exercised through McGraw-Hill 
— 


subscription representatives in more than 65 countries . 


The DIGEST makes invited, paid-subscription sales 
calls every month on more than 30,000 top management 
men overseas—outside the United States and Canada 


The magazine covers every industrial field in the United 
States by digesting articles that have appeared in other 
McGraw-Hill publications as well as those that have run 
in key magazines in the fields that our own McGraw-Hill 
magazines do not cover . 


ous More than one hundred inquiries a week come to the 
Established 1904 — e - : 

Published Monthly in English DIGEST’s Editors asking for more details, about new 
Circulation—more than 30,000 copies monthiy products and methods described in the DIGEST. 
FREE You are invited to send in for 
your free copies of the following new over 
seas markets reports just off the press 
ANALYSIS OF PRINCI ‘ . 
MARKETS FOR U. S Sexocee Ts”. The DIGEST can be an effective selling tool for you 
and . . ANALYSIS OF PRINCIPAL EX . « » a8 it is for many alert exporters who know and - 
PORT MARKETS FOR U. S. CHEMICALS preciate the outstanding editorial and coverage job the 
AND RELATED PRODUCTS riultlso DIGEST does ... Call your nearest McGraw-Hill Interna- 
be sure to ask for a copy of the NEW 12 , : 
page Report to Executives on South America tional representative for information or write McGraw- 
- a Business Week reprint Hill International Corporation, 330 West 42nd Street, 

New York 18, N. Y 





CGRAW-HILE INTERNATIONAL 


World-Wide Headquarters for World-Wide Business information 


330 West 42 St.. New York 18, N. Y. . . . Offices in Principal Cities of the World 
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that, in times of short supply, man- 
ufacturers tend to lose position and 
in times of over supply must work 
ever so much harder to try and re- 
capture lost markets. It has been 
hope that, with the 
series of color inserts, we can main- 
tain the name Tri Clad Motors so 
that when we again face a buyer's 
remember 


our current 


market people will oul 
product and associate it with Gen- 
eral Electric.” 

Charles Palm, president, Charles 
Palm & Co., Hartford agency 

“An 
factor in our decision to use inserts 
for Threadwell Tap & Die Mfg. Co., 
Greenfield, Mass., was that we had 
just finished a new catalog. Much 
of the art and lithographs 
could be We have 
found that the use of the same red 
color with its pattern of horizontal 
We use this 
litera- 


important, but not deciding 


work 


re-used also 


lines is very effective 
family resemblance on our 
ture, packaging, ads, etc.” 

Evidence of results from color in- 
serts was documented by two ma- 
chinery manufacturers. Alan Brown, 
advertising manager, Bryant Chuck- 
ing Grinder Co., Springfield, Vt., 
said 

“In 1948-49 we ran four-color 
For the last four months of 
During the 


in- 
serts 
1949 
“no ad” period, our contacts dropped 


we ran no ads 
off substantially 

“In 1950 we ran a series of black- 
and this year 


and-white “comics,” 


reinstated a four-color insert 
During 1948-49 
many contacts as a result of the in- 
With black-and-white 
series we pulled some inquiries from 
With the reinstating 
of four-color the 


was immediate, not in requests for 


pro- 


gram we made 


serts our 
plant foremen 
inserts, response 
literature, but in letters from com- 
pany management, asking for spe- 
cific information on internal grind- 
ing.” 

M.B. Hanks, advertising manager 
Gisholt Machine Co., Madison, Wis 
said that the company was faced 
with this problem: Gisholt had a 
greater variety of machine tools 
than any major competitor in seven 
basic lines but was not leading in 
any one line 

Until last year the company had 
followed the same basic advertising 
In 1949 261 single-page in- 
in 17 business 


plan 


sertions were run 


orketing 


ia / 1 dustrial 


Where travelers can f 


hapter schedule of the Na jus 


Chapter Time 


A 


ind NIAA activity 


ivertiser 





papers. Different ads pushed differ- 
ent lines 


But last 


dropped single pages to promote all 


year the company 


seven basic lines in a single four- 
page ad to run six times a year in 
metal working publica- 


seven top 


(with ads run- 


The ob- 


jective was to impress the wnarket 


tions single page 


ning in alternate months) 


with the variety of Gisholt’'s line 
“By making the four pages into 
an insert, we felt that we could add 
a second color in the form of yellow 
paper stock which made a great con- 
trast with the standard white pages 
in each publication,” Mr. Hanks 


said. “Red color was added to keep 


the ad from looking like a Western 
Union telegram. The pro- 
gram, including space and produc- 
our business 


entire 


tion costs, increased 
paper expense by 5°% in 1950.” 

“The plan worked beautifully 
The insert makes a dominating im- 
pression. Although we do not at- 
tempt to invite inquiries, those that 
do come in have been the very high- 
est type in the history of the com- 
pany 

“The inserts have given us an in- 
expensive direct mail program we 
have traced sales to the insert. The 
program has worked so well for us 
that we plan to continue it indef- 
initely.” 





a fj 


oa 


ssociatso// omsreuction UBLICATIONS 


é 


MEANS 
12 ASSOCIATED 
CONSTRUCTION PUBLICATIONS 


WESTERN BUILDER 
Milwaukee, Wisconsin 


TEXAS CONTRACTOR 
Dallas, Texas 


SOUTHWEST BUILDER & 
CONTRACTOR 


Los Angeles, Califorma 


NEW ENGLAND CONSTRUCTION 
Boston, Massachusetts 


MISSISSIPPI VALLEY 
CONTRACTOR 


St. Louis, Missouri 


MID-WEST CONTRACTOR 
Kansas City, Missouri 


MICHIGAN CONTRACTOR & 
BUILDER 
Detrort, Mictugan 


THE DIXIE CONTRACTOR 
Atianta, Georgia 


CONSTRUCTION NEWS 
MONTHLY 
Little Rock, Arkansas 


CONSTRUCTIONEER 
Newark, New Jersey 


CONSTRUCTION DIGEST 
Ing anapolis, Indiana 


CONSTRUCTION BULLETIN 
Minneapolis, Minnesota 


MEANS 


» MAXIMUM COVERAGE 
Of the Construction Market 


MR. G. L. ANDERSON Secretary 
Associated Construction Publications 
1022 Lumber Exchange Bidg . Minneapolis 1, Minn. 
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Four things to know 
about cutting your printing costs 


By Murray Crain 


® IF PRINTERS and their customers 
could develop a little more mutual 
confidence, printing costs could be 
slashed about $75,000,000 a year 

This figure represents only the 
salaries of the army of estimators 
employed by printers and lithog- 
raphers and does not include the 
weary hours spent by advertising 
managers and others in poring ove 
estimates and determining whethe: 
or not they are reasonable 

The 1947 Census of Manufactures 
indicates that industry generally is 
making better use of its manpowe1 
than in 1939, the previous census 
year In 1939, 820 of every 1,000 
employes were production men. In 
1947, the ratio had increased to 834 
of every 1,000 

Detailed figures for the comme: 
cial printing industry are not avail- 
able for 1939. In 1949, only 806 
of every 1,000 employes were on the 
producing end. In the lithographing 
field, the figure was 790 

The defense for this army of non- 
producers is that practically every 
printing and lithographing job varies 
in important essentials from every 
other one, and that the printer is 
usually asked to provide estimates 
hiore often than not, several printers 
are called in on the same job, the 
customer regarding this as necessary 
self-defense. Usually 
always, in the light of bitter experi- 


though not 


ence, the assignment is farmed out 
to the lowest bidder 

Even those who participate in this 
merry-go-round realize that the 
procedure is thoroughly nonsensical 
Most of the advertisers who ask 
their printers to submit bids on 
speculation would not themselves 
engage in such an orgy of waste 


Here are a few elementary facts 


124 / ind astrial Marketing 


which printing buyers should take 


into account 


1. The othe: 


business man, must show a profit or 


printer, like any 


go into bankruptcy 


2. If his equipment is reasonably 
modern and his men efficient, there 
no reason why he cannot pro- 
duce any given catalog, for example 


as cheaply as any other printer 


3. Some startling advances have 


been made in printing equipment 
in recent years, and obsolete ma- 
chinery probably accounts for some 
of the fat in printing estimates. By 
all means, try to do business with 
a printer who has modern facilities 


4. The cards are stacked against 
the buyer who asks for bids. Many 
printers themselves believe that tra- 
ditional estimating methods are ar- 
chaic and that a “time plus” method 
would save time and money for all 


concerned 
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59th edition 
being compiled. 
A space order 
now will 
assure a 

choice 

position. 
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of industrial sales and advertising 


ABC denies that it ‘over-audits’ 


Thorough audits needed to meet 
changing conditions, Kynett 


tells annual convention 


The Audit Bureau of 


Circulations has denied an accusa 


® CHICAGO 
tion that its member publications 
At the same time 
ABC has acted on two other points 


are over audited 


of criticism from the same source 
Both the denial and the announce- 
ment of ABC action were issued by 
H. H. Kynett of Aitkin-Kynett Co 
president and chairman of the board 
of ABC, at its annual convention 
The criticisms were made at the 
Phillips 
Wyman of McCall Corp., a forme: 
ABC director, who asserted that “the 


convention a year ago by 


emphasis of the ABC as an auditing 


organization is somewhat out of 


ndustrial 


date He claimed that publications 
were over-audited, that ABC takes 
too long to issue its reports and that 
it ought to step up its public rela- 
tions 

Replying to the over-auditing 
charge, Mr. Kynett said that it had 
studied by the ABC board 
But the board has remained con- 
ABC audits 
that they are 


been 


vinced, he said, that 
are not overdone 
necessary not so much for policing 
(although policing is a perpetual 
necessity for a contentious minority) 
as for meeting changing conditions 
and practices in the distribution of 
circulation.’ 

Averring that ABC has acted on 
Kynett 


said: “It is now possible for a pub- 


the other two counts, Mr 


lisher to have for use end figures 
from publisher's statements within 


ten days of the time the publisher's 
statement is filed with the bureau.” 

As for public relations, he ob- 
served, ABC has established media 
clinics, designed primarily for ad- 
vertising agencies but open to ad- 
vertisers and publishers as well, and 
has distributed the ABC movie 
widely In addition, ABC officers 
have been traveling the luncheon 
speaking circuit 

Mr. Kynett also announced that, 
despite some resignations, mergers 
and dissolutions, membership in 
ABC has increased to a record 3,351 
advertisers, agencies and media. He 
said that which has 
risen from 2,093 in 1941, now in- 
cludes 370 business papers, in addi- 
tion to 1,218 daily newspapers, 756 


membership, 


weekly newspapers, 485 advertisers, 
270 magazines, 180 agencies and 72 
farm publications 

At a business paper session, mem- 
bers discussed proposed changes 
that would simplify and improve the 
typography of publishers’ 
Typographic improvements 


state- 
ments 
are expected to be made in the De- 
cember, 1951, statement 


A Gain of 14% 


Three major changes . . ha 





LACE OUR ADVERTISING 1 7, 


we P 


Case Study Shows: IF PEOPLE LIKE A PUBLICATION THEY’LL 
READ IT REGARDLESS OF THICKNESS 


PROJECT: To determine if there were any notable differences in reader- CONCLUSION: It will be noticed 
ship between thick and thin publications. that the thickest book in each field © 


PROCEDURE: A manufacturer conducted a letter-questionnaire readership had the greatest degree of readership. 

survey to determine which publications were read by his customers and If, by reason of its editorial and ad-) 
vertising content, a publication is pop- 

ular, people will read it regardless of 

thickness. 

Toto! number of pages week Se BOOKS - field equals 100% ) m ° ° 
THICKNESS OF PUBLICATION T MENTIONS IN READERSHIP SURVEY Other studies, confirming these find- 
| Paces FOR YEAR 33% 7 ~10% | MENTIONS [__ 25% 0% 75% 100% ings, are available through our Re- 


Power Pub. } | 3392 | 588 | search Department’s Laboratory of 
2 


prospects. 3,777 returns were received. 


RESULT: 











FIELD AND 





ro 4 Advertising Performance. If you have 
— a question regarding continuity of 
i as : | a 4 schedules, color, repeat ads, position 
3 1300 ve ... or want facts regarding industrial 

Textile Pub. 1 1895 51 or business paper advertising, we may 
ae pees W.. have the results of some specific study 
Metal Pub : | 7882 that will help you. Ask your McGraw- 


6075 ‘ 
Hill man. 


3 


























McGRAW-HILL PUBLISHING COMPANY, INC. 


330 WEST 42nd STREET, NEW YORK 18, N. Y. (ABP ABC) 








lf you sell to 
the Ceramic Market, 


Ceramic Bulletin 





is your entire ... 


"Contact List” 





Reach the 5,400 


KNOWN 


Purchasers 





Specifiers 


in the... 


3 Billion Dollar 
Ceramic Market 


You're talking to the right men 
in every segment of the vast 
ceramic market when you ad 
vertise in the Ceramic Bulletin 
The bulk of your production 
equipment and material orders 
will originate with Ceramic 
Bulletin readers 


Ceramic 
Bulletin 


2525 NORTH HIGH STREET 
COLUMBUS 2, OHIO 
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Stop ‘stopper’ headlines, 


improve copy, Clawson asks 


S COLUMBUS, O “Stopper head- 
lines should be abandoned in favor 
of “starter” headlines in industrial 
advertising, James C. Dawson, vice- 


Meldrum & Fewsmith, 


Cleveland, believes 


president 


Addressing the eighth annual Ohio 
Advertising and 
Conference Mr 


starters” as head- 


State University 
Sales 


Clawson defined 


Promotion 
lines that “make the reader want to 
go on reading 

Decrying “stoppers” that jolt the 
reader to a stop and then disappoint 
him, Mr. Clawson asserted that one 
of the “highest roadblocks in good 
copy writing Is the attempt at clev- 
erness , 

Emphasizing that the purpose of 
good headlines is to entice the read- 
er to read sales copy, he said: 

“Length of copy depends upon the 
If it is in- 
teresting, it will be read, short or 
long. Tell the reader something that 
Be sincere, honest 


story you have to tell 


will help him 
accurate, simple and specific.” 
William M. Hutchison, executive 
vice-president, Keeling & Co., Indi- 
anapolis, declared that demands for 
advertising agency services have ex- 
ceeded compensation for the serv- 


ices 


He maintained that clients should 
recognize the need for agency in- 
come to provide for the extra serv- 
ices demanded and should be willing 
to “pay for them if they're reason- 
able.” 

Advertising agency cost of op- 
erations,” Mr. Hutchison declared 
“has risen considerably beyond the 
increase in commissions due to pub- 
lication increases, despite honest ef- 
forts to meet this challenge through 
better management and better cost 
control.” 

The only solution, he indicated, 
is to have “a frank, clear and com- 
mon sense understanding at the 
start as to what services are to be 
performed and on what basis of 
compensation. The client has every 
right to know what he is being 
charged for—and why.” 

Thomas M. Talley of Savage & 
Talley, Cincinnati, advised that an- 
ticipating and advance planning of 
jobs is a sure way to shave increas- 
ing production costs 

“Do away with the word, ‘rush,’ 
on your work and you will be much 


better off,” he said. 


Lee Ramsdell & Co 








To Cover the Most Worthwhile 


INDUSTRIAL BUYERS 
in the U.S. 


Over 2100 Industrial Advertisers Consistently Use CMPD for One Reason—RESULTS... 


and the chief reason for such results 
is that CMPD has almost twice as 


much manufacturing circulation as 


When Selecting Sources of Supply 
THIS BOOK IS USED 


h trial . 
any other industrial buying guide Whether it is because of its completeness, ease of handling, 


compactness, or whatever the reason for using Conover-Mast 





AB Other 3.960 PurcHASING Directory at the time of selecting sources of 





supply for equipment, parts, and materials, the fact that if 





is used is your assurance of getting results from advertising 





All Other 
7,491 


in this widest directory coverage of industrial buyers. Below 
The file of 
thousands of such letters is open for inspection by anyoné 
time in our New York office 


All Other from letters 


7,814 


are quotations signed original 





at any 





10,082 

















CONOVER-MAST 
PURCHASING 
DIRECTORY 


THOMAS 
REGISTER 


MacRAE'S 
BLUE BOOK 


Total Circulation 
17,896 
(CCA-) 

1950 Dec. 1950 


Total Circulation 
Tete! Circulation 20,165 
24,818° (ABC-) 
(CCA-) Dec 
Dec. 1950 











“Issued semiannually. Each issue covers half the circulation 
No circulation duplication between two consecutive editions 


Yes, and more manufacturing circulation with 
the Conover-Mast Purcnasinc Directory than 
‘vith the other two directories combined. That’s 
quite a bonus, especially since the circulation 
is confined to the larger plants—those that do 
80% to 90% of the buying. 


Automotive Parts Manufacturer 

Only directory used in our 

plant for some time.” 
Signed—Purchasing Agent 


“Answers 
than 


Paper Manufacturer 

our requirements better 

any other.” 
Signed—Purchasing Agent 


Equipment Manufacturer. “Due 
to compactness and ‘easy to find’ 
characteristics, we prefer it to 
all others.” 

Signed—Purchasing Agent 


Railroad. “Invaluable. Its size 
recommends it. So many direc- 
tories are cumbersome Yours is 
a quick reference volume.” 
Signed—Storekeeper 


Powder Company. “Kept within 
reach as we consult it on 
practically every new purchase.” 
Signed—Maintenance Engineer 


easy 


Power Plant Equipment Manus. 
facturer. “We use this directory 
exclusively for locating sources 
of all types of material and m@- 
chinery.” 

Signed—Industrial Engineer 


Cable Manufacturer. “Most used 
directory both in our office an@ 
in the factory.” 

Signed—Plant Engine? 


Automotive Parts Manufacture®. 

“This is the most used directofy 

in the plant.” 
Signed—Production Engineg@r 


Manufacturer of Chemicals.“Og@r 
shortest cut for purchasing if- 
formation.” 

Signed—Plant Buyer 


Machine Manufacturer. “We use 
it in preference to any other.” 
Signed—V. P. & Pur. Agent 


The Conover-Mast Purcnasinc Directory is your best channel 
for the presentation of your sales story and product facts to the 
buyers and specifiers of equipment, parts, materials, and supplies 
needed in industry 


CONSULT YOUR ADVERTISING AGENCY > 


ConoverMasr 
PURCHASING 


DIRECTORY 


Chicago 11, Ill., 737 North Michigan Ave..... 

New York 17, N. Y., 205 East 42nd St 

Cleveland 14, Ohio, 435 Leader Bidg 

Los Angeles 36, Calif., 5478 Wilshire Bivd véee 
Philadelphia, Pa., 333 Kent Rd., Bala-Cynwyd.... 
Birmingham, Mich., 1796 Graefield Ave. 

Taunton, Mass., 9 Earl St. 

Westport, Conn., Bay St 

Pockanack Loke, N. J., 114 Beechwood Drive 


Whitehall 46612 

.. Murray Hill 9-3250 
Cherry 1-7788 
.....Whitney 8055 
Welsh Valley 4-497) 

. . Midwest 4-8198 
-Taunton 2-1987 
Westport 2-3106 
Mountain View 8-0255 
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Our Readers 


NEED, 
WANT 


and 


“ee 


YOUR PRODUCT 


~ 
BUTTER CHEESE 
MILK PRODUCTS 


No other industry is so consistently pub- 
licized, so rigidly controlled by health 
boards, so widely inspected by the pub- 
lic, and as a result so progressively 
maintained as the dairy industry. And 
beceuse milk and milk products are nec- 
essary in the human diet and in demand 
during any economic condition, dairy 
plents are always eager TO BUY... 
ALWAYS ABLE TO BUY. 


OLSEN PUBLICATIONS? 


Each Olsen Publication is tailored to « 
particular phase of the dairy industry. 
Each has the largest circulation at the 
lowest cost per thousand. ABOUT 75% 
OF THAT CIRCULATION IS IN THE 
“BUYING ZONE” plant owners, 
managers, superintendents, etc. . . . men 
whose principal interest is their business 
and how to make it more profitable. 
That's why Olsen Publications 
afford a plus-velue in reader- 
quality, reader-response and 
reader-purchasing power. 
WRITE FOR MARKET DATA 


THE OLSEN PUBLISHING CO. 


Publishers for the Dairy 


1445 N. Sth St 


Industries 


Milwaukee 12, Wis 





E. G. Booz, pioneer consultant 


to management, dies at 64 


Edwin G 


country s 


EVANSTON, ILI Booz 


ve of the foremost 


consultants on management and 
business problems, died in Evanston 
Hospital Oct. 14 
two years 
Founder of the management con- 
of Booz, Allen & Ham- 
Chicago, Mr 


the field 


after an illness of 


sulting firm 
ilton Booz pioneered 
persistently 
the 


ment in business and industrial op- 


emphasizing 


the importance of human ele- 


erations 

In 1917, three years after his grad- 
uation from Northwestern Univer- 
sity, Mr. Booz entered the Army, 
rose rapidly from private to major, 
then became a special assistant to 
Secretary of War Newton D. Baker 

Early in World War II, Secretary 
of the Navy Frank Knox sought the 
assistance of Mr. Booz to help or- 


ganize requirements for finances, 
personnel, equipment, programs and 
procedure to cover the Navy’s ex- 


task 


completed in half the expected time 


pansion to wartime status, a 
and acknowledged by 
the Navy 


example 


Secretary of 
Knox as an outstanding 
of effective management of 
government funds 
Mr. Booz of the 
Association of Consulting Manage- 


was a founder 


ment Engineers, serving as its presi- 
dent in 1943 and 1944 and projecting 
its purpose to the 


insure mainte- 


nance of uniformly high professional 
standards. He was an active mem- 


ber of the American Management 
Association 

Mr. Booz established his consult- 
ing offices in Chicago in 1914, and 


was joined by Mr. Hamilton in 1935 


and by Mr. Allen in 1936 


enneth E. 


vi 





\ 
23,525 \ 
in 


1951 


TEXTILE WORLD proudly reports —to ad- 


vertisers serving the important textile in- 


dustry — that: 


TW’s present total net paid circulation is 23,525. 
Largest net paid circulation in TW’s history. 
Largest ever attained by any textile publica- 
tion in the world 

Larger than any other textile magazine’s total 
distribution, paid or free. 

Balanced, state by state, in the same ratio that 
the textile industry of each state bears to the 
textile industry as a whole. 





TW’s net paid circulation among buying-power 
mill executives (ABC Classes 1 and 2) at 
16,369 is by far largest of any textile-industry 
publication 

TW’s net paid circulation among men actually 
employed in textile mills at 18,442 is also larg- 
est of any journal in the field. 

TW’s net paid circulation in the United States 
at 18,669 is largest of any textile publication. 

TW has largest net paid among textile mills in 
the United States. 

TW has largest net paid in Canada 

TW has largest “plus value” foreign circulation. 

This Leadership Circulation puts TextT1LE WorLD 
in the best position it has ever held to serve 
the manufacturers serving the textile industry. 


May it serve you? 


A McGRAW-HILL PUBLICATION * 330 W. 42nd ST., NEW YORK 18, N.Y. - 





The most 
frequently 
quoted 
business 
publication 
in the world ? 





That’s what many say about 
The Wall Street Journal. Frank- 
ly, we don’t know. We do know 
that The Journal’s contents get 
a wide distribution—not only 
among the 211,233 subscribers 
in all 48 states, but also among 
those in the wide spheres these 
subscribers influence. 

These decision-making execu- 
tives must be well informed— 
and they also help keep others 
informed or important business 
developments. These readers 
find the editorial matter of The 
Journal so informative and up- 
to-the-minute that requests to re- 
print articles are made continu- 
ously. See how many varieties 
of businesses are represented by 
the originating sources of these 
requests, received by The Wall 
Street Journal in only a seven 
week period: , 


Advertising Agency 
Agricultural Feed Mtgr 
Applience Migr 

Bonk 


Building Materials Migr 
Business Machine Mfgr 
Cement Mfgr 
Chamber of Commerce 
Chinchille Ranch 

Civile Commission 
Sdenath ‘ 4 
Engineering a 
farm Machinery Migr 
Housing Development 
insurance Firm 
Mogatine 

Medical Acodemy 

Oll Compeny 

Paper Cup Migr 
Publishing Firm 
Rodie Mtgr. 

Real Estate Soard 
Sevings-loen Assn. 
State Department 
Textile Compeny 
Tellet Geeds Migr 
Trede Association 
University 

Utility 

Weed Products Migr 





1f you advertise to business 


Y The Well Street Journal should 





head your list, too! 
The Wall Street Journal 
published at 
New York Dallas 
Chicago San Francisco 
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Direct mail advertisers told 
how to cut cost, boost revenue 


@ MILWAUKEE Direct mail adver- 


tisers who are feeling the pinch of 
inflation can ease the pain two ways 

by reducing costs or by increas- 
ing revenue 

The painkillers, and some meth- 
ds of obtaining them, were out- 
lined by John E. Tillotson, presi- 
dent, Modern Handcraft, North 
Kansas City, at the annual confer- 
ence of the Direct Mail Advertisers 
Association 

To cut direct mail promotion costs 
Mr. Tillotson advised dropping cir- 
ulars. “You can achieve economy, 
and get results just as great, by 
using both sides of the paper,” he 
said 

He also suggested using lighter 


weight stock, gang runs, and insert- 


ing and sealing machines all of 


which have “saved our 
out-of-the-pocket cost in the neigh- 
borhood of $1 or better per thou- 


sand on our mailings.” 


company 


He cited the company’s experience 
in increasing revenue 

“Ten years ago, when we were 
running eight pages, it cost us ‘x’ 
dollars per year to fill a subscrip- 
tion to The Workbasket. Today, if 





cy 


10 WNCEND 


we run 48 pages or under, it still 
costs ‘x’ dollars to fill that subscrip- 
tion. If we run over 48 pages, our 
costs go up, but there we expect 
advertising revenue to pick up the 
difference.” 


J. C. Wenckus, 


° 
manager, 


advertising and 
sales promotion Aldens, 
Inc., Chicago, urged elimination of 
fringe or marginal lists as a means 
of cutting cost He observed 

“If we can cut costs now, you may 
ask, why didn’t we do it before? 
I'd say because necessity didn’t de- 
mand it.” 

Viola R. Noble, publicity directo 
of Clarke’s in Tulsa, urged direct 
mail advertisers to try taking the 
sell out of copy and putting in more 
buy 

“Let's study the ad reader,” she 
advised, “Who is the buyer? Afte: 
we've decided who we're talking to, 
it usually pays to consider that one 
about ‘keep the copy simple.’ ” 

“There's that old one about ‘how 
long should copy be?’ Let's change 
it to: ‘How much time does the 
reader have for me and my mes- 
sage?’” 

E. H. Woodley, advertising man- 
ager, Northern Electric Co., Mon- 
treal, was elected president of the 


association 





soot CHEMICAL ENGINEERING 


SERVING INDUSTRY’S BIGGEST CONSUMER 
OF STEAM, FUELS AND POWER 


“AS INDUSTRY’S BIGGEST CONSUMER OF STEAM, FUELS 
AND POWER, THE CHEMICAL PROCESS INDUSTRIES ARE AN 


IMPORTANT MARKET FOR PRODUCTS of COMBUSTION 
ENGINEERING -SUPERHEATER, INC. swvs CHARLES 
Mc DONOUGH, pie.oF pus. AND Aov."AND CHEMICAL 


ENGINEERING uns PLAVED A CONTINUING PART IN OUR 
CULTIVATION OF THIS MARKET FOR MORE THAN A QUARTER OF 


ACENTURY. G.E. REACHES THE MEN WE NEED TO SELL THE CPL” 





IN CE. ... WITH 36,850 NET 
PAID, CE. PROVIDES ASELECT FJ 
AUDIENCE OF KEY BUYERS AND 
SPECIFIERS FOR STEAM AND POWER 
mm) GENERATION EQUIPMENT... MORE 
PRODUCTION-ENGINEERING- PLANT 
OPERATING SUBSCRIBERS THAN 
ANY OTHER PROCESS PUBLICATION. 











ADVERTISER SHOULD 
HAVE... C.E.'S NEW 32-PAGE 
BOOKLET, BASED ON THE PUBLISHER'S 
SALES PRESENTATION OUTLINE 
OF THE NATIONAL INDUSTRIAL 
ADVERTISER'S ASSN. ASK 
your CHEMICAL 
ENGINEERING Wan 


FOR A COPY. 
Sa om p THE CPI. ACCOUNTS FOR 4 
FA ae 587% OF PLANT-GENERATED | 
= DOWER, ALMOST HALF OF TOTAL - 
ELECTRICITY USED, AND MORE “ 
THAN A THIRD OF ALL FUELS eae 
<> AND ENERGY CONSUMED. ~”” 











390 West 42nd. Street, New York 18, N.Y. 


November 19 /is 





your working partner . . . 


Keeping bankers informed of their products and services 
was an important part of last year's promotion program 
by 100 advertisers dealing with construction materials, 
insurance, investments, transportation and industry (in 
addition to 150 bank and office equipment advertisers). 
Ask for complete data on BANKING's importance to 
these fields. 


BANKING—Journal of the American Bankers Association 


12 EAST 36TH STREET, NEW YORK 16, N. Y. 





For Up-to-the-Minute Market and Media Data 


use your 


New 1952 edition of the 


MARKET DATA & DIRECTORY NUMBER, 
INDUSTRIAL MARKETING 











| 


top management 


forum 


i from page 48 





munication, to the manufacturers 

Our experience, in recent years, 
has been to dispel the idea that the 
industrial distributor’s function 
limited to service after the market 
is created. Our distributors have 
initiated the installation of some otf 
the most modern and complete lu- 
bricant application systems to be 
found in all major industries. 

And this is an accomplishment of 
paramount significance because in- 


Is 


dustry is not as yet cognizant of the 
importance of controlled application 
of lubricants, as provided by ad- 
vanced lubrication systems. 

Further, these systems are not a 
part of modefn machine design as 
provided by machinery builders. 
Therefore, our distributors have to 
develop trade acceptance of modern 
lubrication methods before normal 
selling activity can take place’ in 
distributing to the market. 

The sales cooperation 
between Lincoln and its distributors 
has been achieved through strict ad- 
herence to a selling policy predi- 
cated upon national distribution 
through industrial distributors, and 
evidenced by the constant support of 
our distributors in national adver- 
tising 

As further evidence of this co- 
operation, we consulted many of our 
distributors before redesigning the 
packaging of our products. Sugges- 
tions from distributor salesmen have 
strongly influenced the pattern of 
our catalogs, direct mail and sales 
clinics. 


necessary 


John R. Hurley 
President 

Thor Corr 
vhicag 


® TO IGNORE the fact that a manu- 
facturer-dealer franchise must work 





Tell it to Kimberly-Clark 


An idea exchange service for 


Air currents give motion 
to retail display 


A display that hangs from the ceiling and 
is slowly propelled by natural air currents 
has been one of our most successful 
promotion pieces. The new point-of-sale 

Displa-Mobile”’ featuring our furniture 
makes use of space abore the merchandise 
It does not compete with the volumes 
ot ordinary floor displays retailers are 
confronted with, and therefore has about 
double the life. Because it is so perfectly 
even the slight air current 


caused by a person walking by sets the 


balanced 


display in motion. We find most dealers 
highly enthusiastic about these unusual 
displays 

Morrow, The 


Kentucky 


Charies G Mengel Company 


Louisville 


Art costs slashed ! 


Alarmed by the high cost of artwork to 
be amortized on short-run merchandising 
discovered a 


brochures, we accidentally 





more effective technique and slashed 
costs as well. Instead of preparing a pencil 
or pastel layout to be laboriously repeated 
in ink later for reproduction, we order 
our layouts for “to the trade 
in ink. Headlines are speedball lettered 
and sketches brushed on in ink. Only 


are indicated 


bre »chures 


halftones and body 
in pencil, When approved, the body copy 
is set by veritype or lino and the litho 


copy 


plate maker does the rest, using the 
as a keyline. When printed on 
offset enamel, these pieces carry lots of 
Also, the appearance 
very creditable character to the 


layout 
punch freehand 
lends « 

mailings 


Carroll A. Ray 


Erwin-W asey & Co 


Production Manager 


Minneapolis. Minnesota 








advertisers and buyers of printing 





A substitute for electros 


Here's a real money saver for anyone who 
supplies jobbers or dealers with electro- 
types of their products for use in printing 
catalogs, etc. Instead of electros, supply 
nickle-faced stereotypes. The cost is less 


than half that of electros (when ordered 


- 


. 


f' 


fi 


in lots of 40—alt.the same or assorted) 

and for all practical purposes they are 

every bit as good. Screens finer than 

60 line are not satisfactory, but for line 

work, the results are equal to electros 
Randall H. Wurne, Art Director, 
Howell Advertising Agency, 
Elmira, New York 








Do you have an item of interest? 
Tell it to Kimberly-Clark! 


on 


Any item of interest pertaining to adver- 
tising or printing is acceptable, and 
becomes the property of Kimberly-Clark. 
For each published item, a $50 Defense 
Bond will be awarded to the sender. In 
case of duplicate contributions, only the 
first received will be eligible for an 
award. Address Idea Exchange Panel, 
Room 148, Kimberly-Clark Corporation, 
Neenah, Wisconsin 


As paper is still on allocation, please 
help prevent the shortage from spreading 
further. And remember — you add crisp 
freshness and sparkling new sales appeal 
vo all printing jobs—at less cost, with 
less waste — when they're done on fully- 
coated Kimberly - Clark printing papers. 
Use them whenever possible. 


Quality Machine-Coated Printing Papers 


Hifect* Enamel 


Lithofect* Offset Enamel 


Trufect* Multifect* 
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two ways is to bury your head in 
the sand 
For, to be successful, a franchise 
must contain provisions for mutual 
responsibility between its two sign- 
ers. -To be sure, the franchise deal- 
er must live up to conditions im- 
posed by the manufacturer 
But, equally important, the manu- 
facturer must faithfully observe his 
duties to the dealer. Not only must 
he provide the retailer with a good 
product to sell, but he must, day 
in and day out, help him sell it 
Under our selective distribution 
program, Thor dealers are told well 
in advance of the theme of our na- 
tional advertising campaigns and, in 
sales training meetings and in 
printed literature, are given a com- 
plete, practical outline on how to 
merchandise the campaigns profit- 
ably 
Our national advertising is de- 
signed to get the customer to the 
dealer's store. Point-of-sale mate- 
Let's face it, Mr. Space Buyer! This is the ‘shape’ rial brings the customer through the 
of American men — * the industrial “ra door. Our sales training informa- 
tio map” of th Ss. 4 y , 
each ae rm Provo proportion aa tap fs oo Tg tion teaches the dealer how to get 
The purpose To illustrate the relative value of 
your industrial markets—to show you where to 
pin-point vour advertising. We'll send vou a large 
copy FREE! 


The “Heart of Industrial America” is the World's Richest 
Concentration of Industrial Buying Power! The One and Only! 


No other single area of its size on earth can equal 
this great “heart Highest productivity, most di 
versification a fast growing, 9%0-billion-dollar in 
dustrial market. Here's where industrial P.A.'s are 


CAL OOmra 


the customer to the cash registe: 





facing their biggest purchasing responsibility of all 
time. Help them to buy wisely. Place your message in 
their own magazine—The Midwest Purchasing Agent! 


You get 100% “Buyer” Readership in MPA! It's “Must” 
reading for more than 3,800 P. A.’s in that big “Heart”! 


Here's a newsy, alert 178-pager, offering “national” tal ‘ 
features at low “regional” rates. Does it produce? ay 918" 9a 
"Yes!" agree these “national” advertisers who use one 
over 50 of the space (steel) U.S., Republic, 

Ryerson, Williams; (brass) Bridgeport, Chase, Sco 

vill, American; (oil) Standard, Cities Service; 

(packaging) Hind & Dauch, Rob’t Gair, Ameri- 

can Box; (brushes) Osborn; (castings) Eaton; 

and others 





For details, see SRDS, or inquire direct 


THE WALDW EST 
PURCHASING 
AGENT 


645 Penton Building 
Cleveland 13, Ohic 





a 





1101 /circle on Readers’ Service card 
How to sell your ad budget 
to top management 


Do you have an effective answer when 
the president of your company says, “We 
should cut down on advertising expense . 
Why not use the money to hire more sales 
people?” or when he confronts you with, 
‘Production and delivery are our biggest 
headaches . . forget about advertising for 
now.” McGraw-Hill offers a well written, 
well thought out booklet that will help you 
answer these, and many other questions 


1102/circle c= Readers’ Service cord 


Planograph price list 

Do you realize that you can buy a one 
side planograph job for $5? RCS Offset 
Printers, Chicago, offer a complete price 
list covering different paper weights, quan- 
tities, etc. A special section gives 16 dif 
ferent suggestions for folding. 

SSS SSSR ESSEC eee eee ee ee 
1103/circle on Readers’ Service card 
Need practical help 

with your layouts? 

Here's a service custom-tailored for pub- 
lishers of industrial, trade and professional 
publications also for company interna: 
and external publications. It's an inez- 
pensive critique and corrective service that 
will help make your publication more read- 
able and richer in eye-cppeal, without ma- 
terially increasing your production costs. 
Butler Typo-Design Research Center, Men- 
dota, IIL, offers additional information on 
the service 


SSCS SESS SSE See eee ee eee eee eee 
1104/circle on Readers’ Service card 


What is publicity? 

This ic an excellent little “question and 
answer” book on publicity. It answers 
questions such as . . what does the pub- 
licist do? . . why use a publicist? . . what 
can publicity do for you? Published by 
Wade Atkinson, Dayton, Ohio 





y *% Send for these helpful selling tools 


1108 /circle on Readers’ Service card 
Are high taxes 

curbing incentives? 
Seventy-five per cent of companies an- 
swering a nationwide questionaire said 
that high taxes are diminishing the incen- 
tive of employes at the executive level. 
Eighty-seven per cent of the respondents 
believe that an alternate tax plan better 
than the present one can be devised. Cop- 
ies of the study offered by Mill & Factory. 


1106 /circle on Readers’ Service card 
Do you sell to the 
metal working market? 

“Steel” pulled out all stops in the prep- 
aration of this 64-page market and media 
study. You'll be particularly interested in 
the 12-page section devoted to market data. 
A bar chart shows relative sizes of various 
industries by employment. Another sec 
tion lists 16 different market studies avail- 
able from Steel's research department. 


Readers’ Service Dept. 


Slll 


Please send me the following 


1103 1102 1103 1104 


11G7/circle on Readers’ Service card 
16 case histories of how 
industrial ads paid off 


“Examples of business paper advertising 
at work,” is the title of a portfolio offered 


1108 /circle on Reeders’ Service card 
52 page brochure 
lists 1,635 prizes 


Are you planning to conduct an effi- 
ciency drive among salesmen or other em- 
Belnap & Thompson will send a 


tive book. Many of the illustrations are in 
four colors. 


SPhease griet or type lahermation below 
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city & ZONE 








BUSINESS REPLY CARD 
First Class Permit Ne. 95, Sec. 510, P. L. & R.. Chicage, I. 








Readers’ Service Dept. 
INDUSTRIAL MARKETING 
200 East Illinois St., Chicago 11, Ill. 
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1108/circle on Readers’ Service Card 


How I hamstrung my 
advertising agency 


Why give your advertising agency an 
even break? It's easy to make things dif- 
ficult for them . . and a hell of a lot of fun 
Associated Business Publications offers a 
booklet full of fiendish ideas to try on your 
agency 


1210/circle on Readers’ Service card 


Portable self-contained 
projector for salesmen 


Salesmen can dramatize their product in 
full color in broad daylight with the Pro 
jectograph, an automatic slide film unit that 
projects 35 mm films on a large built in 
screen. Product features or manufacturing 
processes difficult to describe can be made 
more understandable to the prospect. De 





a 


scriptive literature is offered by Projecto 
graph Corp., Oshkosh, Wis. 


ALB 1/circle on Readers’ Service card 


New catalog of 
merchandise prizes 


Lloyd Maritz Enterprizes (no, we did not 
mispell enterprises), St. Louis, offer a new 
prize book listing hundreds and hundreds 
of prizes for use in incentive campaigns of 
all types . . for employe and Christmas 
gifts . . or for business awards of any kind. 


1212/circle on Readers’ Service card 
What teachers want from industry 


“Education and Industry Cooperate” is 
the title of a 48-page book offered by Hil! 
and Knowlton, Inc. New York. It gives 
tips valuable for those who wish to pre 
pare printed literature or films for use by 


fy 








BUSINESS REPLY CARD 
First Class Permit No, 95, Sec. S10, P. L. & R.. Chicago, I. 








Readers’ Service Dept. 


INDUSTRIAL MARKETING 
200 East Illinois St., Chicago 11, Ill. 


ES 


® Pleose print or type information below 
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If you could only be 
at every point of sale 


The hardest thing for a manufacturer to 
do is to bring information about his prod- 
uct to the point of sale. Buyers want to 
know how much, how good, what's it made 
of, why is it better, what's the guarantee, 
etc. Dennison Manufacturing Co., Framing- 
ham, Mass., offers a booklet that tells how 
informative tags and labels can answer 
these questions. 


1114/circle on Readers’ Service card 


20 point checklist of 
factors that make 
business paper ads good 


Over the years, the ads and campaigns 
winning awards in the annua! competitions 
conducted by the Associated Business Pub- 
lications, have had certain things in com- 
mon. ABP has culled through hundreds 
of award winning ads, and has come up 
with a list of points that help make good 
ads good. 


1118 /circle on Readers’ Service card 
The story of Textile World 


Do you sell to manufacturers and proc- 
essors of textiles? If so, you'll need a 
copy of < newly published 28-page study 
offered by “Textile World.” It carries valu- 
able and usable market information . . 
for example, a full page table shows the 
textile industry by states and major divi- 
sions. Also included are facts and figures 
for the export advertiser 


1116/circle on Readers’ Service card 
Your 37 sales plans 


Readers’ Service Dept. 


S111 


Please send me the following 
research and media data . 


Here's a 16-page booklet that suggests 
37 ways to increase sales with premiums 
or gifts. For example, premiums or cifts 
can be used to build high quality mailing 
lists . . to welcome new accounts . . to help 
salesmen on “calls-back.” Offered by 
Autopoint Co., Chicago. 
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eae *®Note inquiries for items listed 


not serviced beyond Feb. 15, 1952 
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The following ch in 
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EXAMPLE No. 17 
Among manufacturers of 





LABORATORY, SCIENTIFIC & ENGINEERING INSTRUMENTS 





paper 
specifications have been announced since 
the Market Data Book number of Industrial 
Marketing went to press. 


American Aviation 


New rates, effective Dec 





Times Page 

l $470 

13 405 
26 


tandard colo 


66 KEY PLANTS EMPLOY 20,687 
American City 


: —account for 88% 
New rates, effecti Jan. 1, 1952 


of total employment, 


mes Page 
$405 
335 


300 


87 ‘ec of production in this industry. 


The latest McGraw-Hill Census identifies each and every one of these 
66 major plants — those with over fifty employees 
number of employees 





by name, location, 
, and chief product manufactured. 


The field of LABORATORY, SCIENTIFIC AND ENGINEERING 
INSTRUMENTS is only one of 144 segments of manufacturing industry 
Analytical Chemistry In each of the 144 segments, McGraw-Hill’s Census isolate 


s, identifies, 
” now dllective classifies and rates the worthwhile manufacturing plants. 


space used in one year 

with “Industrial & Engineering 
themical Abstracts 

American Chemical So 
$420; 6 pages, $384; 
pages, $336 


is better 
ow-Hill’s Continuing Census ' tage 
are, 
manufacturers ' 
ho and where ws 
s to concentrate our cireulo . 
- on the worth-while plants 


6 
The basic purpose of Mc 
publishing control. Knowing me 
make — enable 
size, whot they Prob 
= rth, "Chem | ni ties, by mail and persona = aie phasor 
x — : ordi reagan peer d for the other industries 
n with “Chemi and the buy! “a percent por pernn ter ind : 
r with “Chemical listings ore & “ so peices ay po ; ning oe a 
raion pogesneaeens “a oat audience of buying influe 
on up-to-the-minu 
sss aplee paddle for McGraw-Hill advertisers. 
| :” | Hill’s 
i Is on McGraw- 
lete detai 
Peres | soar showing such statistics - 
' s 
plant distribution by — ~ 
ee aan ea oups, by major and sub-maj ¥ 
g : 
Gostian by regions, by ee ae. 
, all containe 
space used in one year r in ation wee cain al roined ino 32 
with “Analytical Chemistry ener 300%. te 


wing rates apply t 


publications: | 


MARKET DATA BOOK 





New rates, now effective. 


r + osk your McGrow- 
Abstracts Journal of the American ° 








hemical Society:” 1 page, $480; 6 pages copy. 
$456; 12 pages, $432; 24 pages, $408 

Following rates apply t 
in one year in “Industria 


Chemistry” in combination with 


h 

& Engineering News” plus any of the | @ McGRAW-HILL PUBLISHING COMPANY, INC. 

ther th ACS publications l pa . 

oan mya og eo 330 west 42nd STREET NEW YORK 18, N. Y. 
pages, $456; 13 2; 25 | EY 


pages 


November 195 1 fra 
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HiLOnCe 


builds acceptance for your advertising 


in Butane-Propane News 


Influence, of course, is only another 
name for reader-satisfaction. For a longer 
period of time than any other publication, 
Butane-Propane News has been satisfying 
readers, (highest subscription renewal in 
the industry) and building and broadening 
the markets for liquefied petroleum gases 
and equipment. 
In addition to publishing the first maga- iatieechas Ges Bun 
zine, the B-P News editors have made information Since 1931 
available the only complete library for 
this industry. The world-wide distribution meenguibamn osam 
of these Fundamental Working Books has The technical authority 





solidly established Butane-Propane News 25,000 copies in use 
BOTTLED GAS MANUAL 
as the authority on LP-Gases For adver- cihchanit Heaton 
tisers, this means action-producing results. 10,000 copies in use 
8 ROP ANE 
POWER MANUAL 








Principles of LP-Gas 
s Carburetion. 
ilable ofter N ber 1 Sth 


BUTANE-PROPANE CATALOG 





A Jenkins Publication Pre-filed manufacturer's 
fio catalogs. 


Opercting an LP-Ges Business 
Set of twelve booklets. 





198 S. Alvarado St., Los Angeles 4, Calif. The ABC of PBee 
The Liquid thet is Ges 























This Emblem Means ssrial Mark 


Annual Market Data 


IT'S EASY FOR YOu & Directory Number 


to Get Media and Market Data 


When you see it in the advertisements of business publications — in their 
promotion copy in folders, on biotters, in circulars — you are being 
reminded that the publication has filed its complete reference data in The 
Market Dota & Directory Number. it means you can find facts on the pub- 
lication's editorial services, circulation, influence, market studies, and 
similar information, adjacent to complete data on the market it serves. 


Domestic Engineering 


Engineering & Contract Record 


Magazine of Building 


Modern Machine Shop 


Petroleum Refiner 


Proceedings of the L 





“I'd like to show you 


how we build sales with 


“DYNAMIC 
SALES 
MANAGEMENT” 


“I used to run myself ragged traveling all over, “It was a pal of mine—another Sales Manager—who 
checking up on the work of individual salesmen. gave me the answer that since paid off big. I was 
That in itself was costly. Worst trouble though, was beefing one day in the locker-room; he offered to 
getting all the facts together in the office before I show me the methods by which Remington Rand 
started. It took days. had helped him lick the same problem, 


SALES MANAGEMENT today has many urgent—and 
rapidly changing — problems, in addition to its 
normal task of building volume. Genuine sales 
control based on hard sales facts can help you 
solve these problems. We'd like you to see Rem- 
ington Rand’s new 30-minute full-color movie, 
which shows how sales control gets results for a 
typical firm. 

In this film you will see vividly presented the 
means to answer these questions and many more: 
* How to allocate fairly your production of 

“Remington Rand gave us a modified form of the regular products 
same systems my friend has. Since then, while I still ¢ If defense orders are in part replacing regu- 
travel some, I get all the facts I need first, in far ‘ : 
less time. Sales are way up too that’s the pay-off - lar production, how to keep good-will con- 
tacts with customers you can no longer sell 
* How, with a depleted sales force, to realign 


Dedicated to the National Sales Executives Clubs : . 
territories for adequate coverage 


FREE SHOWING. For an individual or group showing of “Dynamic 
Sales Management,” phone or write your nearest Remington Rand 
office. Meanwhile, ask us to send vou a 24-page handbook, “How to 
Increase Profitable Sales.” U rite today to Management Controls Ref- 
erence Library, Room 1493. 315 Fourth Avenue, New York 10, N.Y. 








customer contact 


demonstrate 


your products 


Brings your prospects 


= Turning the tables 
~S ON your customer 


The 40-hour week is tough on your salesman. He can't 
Produces inquiries reach all the people he should see. They haven't got the 
and leads time to talk to him in THEIR place of business. 





But there is one place where they do have time 
to talk to him— where they even ASK the salesman 
for a sales talk. 





That time and place is at the particular Exposition which 
covers your own and your prospect's trade and industry. 





Your prospects know that at these expositions 
they will find the latest and best products available 
in their and your field. They spend the time—plus 
millions of dollars—just to put themselves in a 
position where YOU can tell them abeut YOUR 
product. 


Are you taking advantage of the opportunity? 


NATIONAL ASSOCIATION OF 
EXHIBIT MANAGERS 
7301 Euclid Averwe + Cleveland 3, Ohio 











Chapter activities 
of the National Industrial 
Advertisers Association 





VY 


Tymick to head 1952 conference 


30th annual convention will 
open June 29 in Chicago 


® cuicaco . . Henry W. Tymick, 
vice-president, Buchen Co., Chicago 
agency, has been named general 
chairman of the 1952 convention of 


Tymick 


the National Industrial Advertisers 
Association to be held in Chicago 
next June 29 to July 2. 

Mr. Tymick, a national director 
of NIAA, is a past president of the 
Chicago Industrial Advertisers As- 
sociation. He is the only agency 
man in the 32-year history of the 
Chicago chapter to be elected its 
president. He served in 1949-50 

G. D. Crain, Jr., publisher of m- 
DUSTRIAL MARKETING and Advertising 


Crain Stanley 


Age, was appointed program chair- 
man. 

Other committee chairmen an- 
nounced by Mr. Tymick for the 30th 
annual conference included: 

Finance: H. A. Countryman, 
Crane Co. Attendance promotion: 
Emil Stanley, vice-president, Traffic 
Service Corp. Publicity: Charles O. 
Puffer, Casler, Hempstead & Han- 


ford, and William E. Geidt, Inland 


Steel Co. Entertainment: Claude 
Riemersma, Architectural Record. 


NIAA media practice committee 
effects merger, plans policy 


S NEW YORK Harold Wilt, J. 
Walter Thompson Co., directed a 
meeting of the media practices com- 
mittee of the National Industrial 
Advertisers Association Nov. 8 to 
discuss new policies and procedures. 

The publishers sales presentation 
committee, formerly under Kenneth 
J. Bayer of Oakleigh R. French & 
Associates, St. Louis, will be merged 
with the media practices committee 
and Mr. Bayer will be a member of 
the consolidated group in charge of 
formulating a new publishers sales 
presentation outline which is ex- 
pectd to be issued before the end 
of the year. 


Twenty-Three Chapters . . of the National 
Industrial Advertisers Association have be 
gun action to amend their by-laws chang 
ing the start of their fiscal years from 
Sept. | to July | and have already 
adopted bylaws increasing chapter dues 


news 


National headquarters + 1776 Brogdway, New York 19, N. Y. 
Joba F. Apsey. Jr. president 
Biaine G. Wiley. executive secretary 


Reveals tax bureau's secret 
study of institutional ads 


® BALTIMORE . . Don’t let Washing- 
ton scare you. It is not preparing) 
to bury the advertising business) 
despite the recent Washington n 
such as the debate on postal ra 
and someone’s proposal for a 

on advertising expenditures, Stanle 
E. Cohen, Washington editor of mn 
DUSTRIAL MARKETING and Advertisi 
Age, told the Maryland Industri 
Marketers. 

Mr. Cohen believed thet advertis 
ers will get a reasonably fair brea 
on deferable advertising expe 

“In the nearly 10 years that I hav 
been in Washington,” Mr. Co 
said, “The Bureau of Internal Rev 
enue has never . . 


the advertiser is the one who is 
equipped to determine the amoun 
and kind of advertising he needs.” 

“While some advertising cam=_ 
paigns have been questioned as un- 
reasonable, advertising cases listed 
in the index of tax court decisions 
are fringe situations, such as pre- 
mium plans or cooperative trade as- 
sociation programs. 

“The advertiser's rights under the 
tax laws and military procurement 
regulations are fully spelled out.” 

“There will always be controver- 
sial news, because there are people 
who feel that advertisers and pub- 
lishers abuse their privileges. 

“But in the important areas . . 
under the tax laws, and in military 
contracts . . the rights of advertisers 
and the need for advertising are well 
understood.” 

Mr. Cohen quoted from a hitherto 


continued on page 144 
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How industrial advertising 


.. and then work begins 


paid off 


This is the fifth in a new series of case 


histories collected by the committee on 


advertising effectiveness of the NIAA 


By Robert J. Yaeger 


® NOT LONG Aco I received a phone 
call from a plant engineer who is 
with a large Midwestern food proc- 
essing company 

The company 
and preserve a potato product, us- 
By specifica- 


wanted to bleach 


ing a sulfiting agent 
tion, the process had to maintain a 
sulfur dioxide content within nar- 
row limits 

The engineer had been 
through a copy of a business publi- 


leafing 


eation and had run across our ad, 
“How to Maintain a Constant SO 
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Concentration for Sulfuring.” He 
had never heard of Ansul Chemical 
Co., even though I had been calling 
on other men in his plant for the 
past two years 

The ad sounded like just the tick- 
et for the engineer's problem. He 
called me and made an appointment 
to come up to Marinette. We dis- 
cussed the engineering of the SO 
application, and he left very well 
satisfied. Shortly after that a nice 
order came through from his com- 
pany, the same company that I had 
not yet been able to sell 

The pulling power and penetra- 
tion of business publication ads was 
really brought home to me by this 
experience. We know now that our 
ads are read by men we normally 
can’t get to see, but men who may 
be closest to plant problems requir- 
ing our products for solution 


» Wiey 


NIAA and DMAA collaboration 
likely; Tofte forms committee 


@ MILWAUKEE .. A. R. Tofte, adver- 
tising manager, Allis Chalmers Mfg 
Co., and chairman of the industrial 
direct mail committee of the Na- 
tional Industrial Advertisers Asso- 
ciation, has appointed the following 
new committee niembers to plan a 
new program: 

E. H. Woodley, advertising man- 
ager, Northern Electric Co., Mon- 
treal, Canada, new president of the 
Direct Mail Advertising Association 
Bertram V. Jones, advertising man- 
ager, Link Belt Co., Chicago, mem- 
ber of the board of governors of 
DMAA; and Joseph A. Barnes, ad- 
vertising manager, Perkins Glue Co.., 
Lansdale, Pa. active member of 
DMAA Mr. Tofte believes a new 
inter-association collaboration _ is 
likely to develop during 1952 


Fr lekol A 


Lane 


& NEW YORK Norman S. Fenichel, 
former news editor, Travel, has been 
appointed assistant to Executive 
Secretary Blaine G. Wiley of the 
National Industrial Advertisers As- 
sociation. 

Mr. Fenichel succeeds Jack Lane, 
who has resigned. Mr. Fenichel, 
before joining Travel, was publicity 
director of Inter-State Wood & Ve- 
neer Products, New York 
































industrial 
Advertising 
Defined 


What Talent 


Here's the BOOK: OF-THE-YEAR: 
| INDUSTRIAL ADVERTISING 


HOW TO PREPARE FOR YOUR CAREER 


Industrial 
Advertising 
Opportunities 


4 


How to Get a Job 





Will Help You 


Succeed 


Only once in a great, great while a truly significant 
book is written on Advertising. Such is “Industrial 
Advertising—How to Prepare for Your Career.” It 
represents the combined effort of hundreds of mem- 
bers of the Chicago Industrial Advertisers Association 
—of leading educators—school magazine publishers 
—advertising agency executives and advertising di- 
rectors of the nation’s leading industrial companies. 


National Industrial Advertisers Association 
1776 Broadway 
New York 19, N.Y. 


Where Should You 
Start 


*“ 


Extensive research preceded its publication. Its need 
was established. The work is designed to aid young 
people in better preparing themselves to enter the all 
important field of industrial advertising. Get several 
copies. Use them in the guidance of job applicants. 
The first edition will be limited—so hurry—don’t miss 
out—orders are being taken on a first come, first 
serve basis—act now—mail your check today! 





Netional Industria! Advertisers Association 
1776 Breedway, New York 19, N. Y. 


RUSH Me 


Only | 


Company Address ___. 


= _._ State 


____._. copies of the book —““Industrial Advertising — 
How to Prepare for Your Career.” Enclosed is my check 








Tax bureau study 





undisclosed survey made by the In- 
ternal Revenue Bureau's division of 
business and industry research for 
internal use 
After 
which might be 


considering techniques 
used to cut down 
on the amount of institutional ad- 
vertising which might be considered 
an allowable cost for tax purposes 
concluded 


the division's experts 


there is no easy way to determine 
what is a legitimate deduction for 
institutional advertising 


A side 


forts to 


from cases involving ef- 


influence legislation, the 
bureau has largely steered clear of 
the ticklish problem of determining 
whether or not advertising and ad- 
vertising outlays are ordinary and 
necessary business expenses,” the 
report says 

“The disallowance of specific ad- 
vertising and advertising campaigns 
would force the bureau to skirt the 
edges of censorship 

The study was made in May, 1948, 
and was not for public distribution 
At the time, the Senate’s defense 
investigating committee was criticiz- 
ing “political” advertising 

Analyzing the tax status of insti- 
tutional advertising, the bureau de- 
institutional advertising as 


which 


scribed 
“that advertising 
tend to increase the income of the 


does not 


taxpayer within a short period of 
time, or that is not directed toward 
the achievement of an immediate 
business goal 
“It does not 


Revenue said, “that institutional ad- 


follow Internal 


vertising fails to produce income 
benefits to the taxpayer, but some 
advertising seems designed more to 
foster personal views than to pro- 
mote directly normal business ac- 
tivities of the taxpayer.” 

Fostering of personal views stands 
out, Mr. Cohen asserted, as the chief 
danger-flag taxwise, as far as in- 


stitutional advertising is concerned 


‘ 
Nelson Bond 
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Jack Apsey 
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‘a 
NIAA 


UW) the Forbes Awards for the 


best planned and executed adver- 
tising campaigns to reach genefal 
executives were announced by Wal- 
vice-president, Forbes 
Magazine. The awards, to be pre- 
sented at the June convention in 
Cleveland of the National Industrial 
Advertisérs Association, included a 
first prize of $250; 
$100; third prize $50 and ten hon- 
orable mentions worth $10 each 
The aim of the competition was 
“to firid the best method of advertis- 
ing to executives of large compa- 
selling of 


ter Drey, 


second prize, 


nies, where successful 


most industrial products requires 
sales contact with many executives 
individual who 


rather than one 


places the ordet 

s Dr. Herbert W. Hess, professor 
of merchandising, 
Pennsylvania, spoke to the Eastern 
Industrial Philadel- 
phia on training of future industrial 
Dr Hess 
plans for a cooperative educational 
program between the EIA and the 


University of 
Advertisers of 


advertisers discussed 


university, patterned along lines 


recommended by the NIAA 


industrial equipment 
what a 


® Buyers of 
are more concerned with 
piece of equipment does than how it 
Lis made, said G E Conkling, Mc- 
Graw-Hill Publishing Co., at the in- 
dustrial acvertising session of the 
Direct Mail Advertising Association 
convention in Detroit 

John J. Slein, sales department, 
Graton & Knight Mfg. Co., Worces- 
ter, Mass., told the DMAA how 


his company’s revised use of direct 


mail brought in 1,321 new customers 
in one year 

Steps used by Graton & Knight 
include: rechecking and reclassi- 
fication of lists; slanted letters, ie., 
lumber atmosphere in letters to 
lumber camps. Specific letter heads 
were used for each important line 
of business; illustrations appeared 
on each letter showing the product 
described; regional vocabulary used 
for southern customers was changed 
for northern customers. Mailings 
were scheduled a year ahead, and 
each letter checked for results 


® Fred C. Weinert, Chamberlain 
Metal Weatherstrip Co., Detroit, 
was selected as temporary chairman 
of a group to form a Detroit chap- 
ter of NIAA, and was instructed to 
call meetings with a view of per- 
fecting a permanent organization 


s When you make a market study, 
Prof. Lloyd Herrold, Northwestern 
University, told members of the En- 
gineering Advertisers Association, 
Chicago, don’t make it to prove your 
pet theory market analysis is of 
value only when it gets the facts 
® Tremendous changes in indus- 
trial and economic conditions re- 
quire constant scrutiny, G. Lynn 
Sumner, president, G. Lynn Sum- 
ner, Inc., New York, told the Tech- 
nical Publicity Association. Said 
Mr. Sumner: It is vital to study 
your markets first and find a clear 
understanding of the merchandising 
principles upon which your product 
must be sold. Then, and only then, 
advertise! 
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F 


Leet WHERE IT COUNTS , «FOR Oe 


{¢ 


TEXTILE INDUSTRIES gives you 
15,465 actual MILL circulation 


Recognizing this, TEXTILE INDUSTRIES reaches 
these otherwise inaccessible men with Directed 
Distribution. For doing the job right, the Directed 
copies required amount to less than 10% of T. I.’s 
big mill total. 

This combination of the two types of circula- 
tion offers advertisers industry-wide coverage of 
unusual strength. If your company is not already 
advertising in T. I. join with other leading textile 
advertisers at once with a full schedule. 


THIS STRONG CIRCULATION coverage of U.S. textile 
manufacturing is the product of a unique plan not 
available through any other textile magazine. 

This plan—a combination of a big Net Paid 
and Directed Distribution—carries your advertis- 
ing into every worthwhile mill in the U. S. as no 
other textile publication can. 

It is acknowledged that complete coverage of 
textile mills through paid circulation alone is im- 
possible. The very nature of the industry prohibits 
it. Yet advertisers know from experience that it is 
the men in the mills who initiate most purchases. 

The restriction of callers by gatemen, guards Coming in February 
and receptionists plus the policies of some com- Textile Industries’ Annual 
panies often prevent circulation salesmen from MODERN PRODUCTION 
reaching certain key executives and department ISSUE 
heads who ordinarily would subscribe. 





| 
One of the industry’s most important 1952 
issues. Plan additional space. Write for 
the new market folder “Textile 


Manufacturing is Big Business”. 





USE T. |. TO COVER ALL BRANCHES 
OF THE TEXTILE MANUFACTURING INDUSTRY 


Each month TEXTILE INDUSTRIES 
covers important develop in opening, 
picking, carding, spinning, twisting, wind- 
ing, throwing, weaving, braiding, knitting, 
dyeing, bleaching and finishing of Wool, 
Cotton, Synthetics and Silk. T.I. is Amer- 
ica’s authoritative publication on textile 
mill management and production. 








Textile Industries 


806 Peachtree Street, N. E., Atlanta 5, Ga. 
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The Super-Market In the a MERA CEA | it's budget time 


continued from page 33 





budget, which is established by a 
combination of factors . . percent- 
age of expected sales (based on rec- 
ords of similar books), nature of 
book, size of market, competing 
& books of other publishers, etc.” 

Once the proposed advertising 
To the question: “Which Construction budget has been produced, the nex: 
Read Most Thor- step is its presentation to manage- 
ment for approval. Of our adver- 
tising panel we asked: What do 


you do to “sell” the budget to man- 
agement that is, how do you get 


That 8 OUT-OF-10 Preference it approved? 
Should be an Influential Factor Everybody in the Act . . Dar 


Johnson, advertis ager, Hy- 
In Guiding Your 1952 Budget! sar Compeny, Portiond, Ove. 


summed up: “In the process of 


Publication Do You 
oughly?” 79.50% preferred 


CONSTRUCTION NEWS MONTHLY. 


This amezing fect wes learned in a readership survey, conducted by Research Report 
Co. (Ne publication names were listed—readers hod to WRITE in the names on the preparing our budget we discuss it 
tionnaire!) CONSTRUCTION NEWS MONTHLY ed this outstanding majority. 

— yee a se a - at length many times with our pres- 
The second highest publication, circulated in this SIX-STATE AREA, was preferred by M 
only 10.25%. (Some got no mention at all!) This is the result of giving readers ident, executive vice-president and 
what they went (listing BIDS WANTED, CONTRACT LETTINGS, etc.—the lifeblood of the general sales manager. When 
the industry!). ‘ : 

the time comes for approval by our 


Proof of what we call “EAGER READERSHIP”’ board those three people are fully 


acquainted and in agreement with 





Whet greeter foundation con ony edvertising hove then: (1!) such coger reedership a 
for «@ publication, end (2) concentreted and thereugh coverage of « wealthy eree in our needs 
which construction is BOOMING? Censider this @ “must” fer your 1952 schedule! Backing up this contention was 


om Send for complete report on survey J. A. Duvall, advertising manager, 
and citer Cite yeu GE) wars te inom. A. O. Smith Co., Milwaukee: “Sell- 


OVER 6500 READERS ing the budget to management is 


© | S 1 ee U Cc I I © a automatic since management assists 
in its preparation,” he said. 


And Tube Turns’ Wedereit 


od c W S$ he @] od 13 bi LY agreed: “All preliminary budget 


study is done in close coordination 








Reporting | with sales, engineering service, and 
CONSTRUCTION ACTIVITIES | research departments Manage- 
ment is not ‘sold’ they take part 
in the planning and thus under- 
stand the need.” 

“Logic” is the answer, said Frank- 
LITTLE ROCK ARKANSAS lyn R. Hawkins, Libbey-Owens- 
Ford Glass Co. advertising manager 
Support the budget with sound fact 
and simple logic, said Mr. Hawkins, 
and the problem of “selling” it to 

management will be a minor one 
One definite advantage in apply- 
85 INDUSTRIAL AND BUSINESS MARKETS ng the tak aye to your bud 
| preparation, in the opinion of J 


and detailed media presentations of Lawrence Kennedy, vice-president, 
Kennedy Valve Mfg. Co., Elmira, 


200 PUBLICATIONS N. Y., is that in the process of de- 


see your copy of the new 1952 edition, veloping a “task system” budget 
you are continually selling that very 


MARKET DATA & DIRECTORY NUMBER oor feof aogeatonas deena we 


INDUSTRIAL MARKETING Kennedy: “The task method of set- 
ting the budget just about does the 
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ICE-COLD 
#) STANBACK { 


Learn new ways for PF decals to sell your products! Send for 16-page booklet, 
DECAL-WAYS TO SALES, plus samples of PF decals. See the brilliant color 
reproduction, the ease of application. Remember, PF decals are tailormade — special 
decals can be designed for best service on your products. 


art services, consultations and estimates without obligation. 
Address Dept. IM11, 220 West 42 St., N. Y. 18, N. Y. 


PALM, FECHEEFEER A CO. 
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What's the Reason? 











HEATING AND VENTILATING is giving 


its readers information that they consider 








important and useful. That is the funda 





mental reason why its renewal percentage 





continues to go up 


HEATING AND VENTILATING is edited 
for the engineers who specify and buy 
equipment for big installations hotels 
schools, hospitals, factories, office build 
ings, ete These busy men have no time to 
wade through a mass of abstract theory or 
exhaustive research findings They want 

ind get. in H and \ 


tions of the theory. actual uses for the re 


search findings concrete, ready-to 
apply facts that save them time and dollafs 


You can reach these key volume-buying 
influences best by advertising in the mag 
izine that specializes in filling their needs 
for practical ‘know-how That is the 
reason why HEATING AND VENTILAT- 
ING should be on vour advert sing s« hed 
ule 


dn Industrial Press Publication 


148 LAFAYETTE STREET 








LOOK FOR & 
THIS EMBLEM === 


When you see it in the advertisements of business publications — in their 


Annual Market Data 


promotion copy in folders, on blotters, in circulars — you are being re- 
minded that the publication hes filed its complete reference data in The 
Market Date & Directory Number. it means you can find facts on the pub- 


lnel lee Me 


liecation’s editorial services, cir ° » market studies, and 





similer information, adj t to plete data on the market it serves. 
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selling job itself.” 


First Things First . . Nelson Bond, 
vice-president, McGraw-Hill Pub- 
lishing Co., New York, agreed: “Sell 
the sales objectives first budget 
approval usually follows.” 

By first getting the budget ap- 
proved by the various product sales 
managers, A. R. Teifeld, sales pro- 
motion and advertising manager, 
Copperweld Steel Co., Pittsburgh, 
simplifies the selling job of the an- 
nual ad appropriation. “The prod- 
uct sales managers’ letters, strongly 
supporting our budget request, are 
included in our report to manage- 
ment,” Mr. Teifeld explained. “These 
letters indicate that so much is 
needed for advertising and promo- 
tion in order to do the sales job for 
the year.” 

Lufkin Rule Co., Saginaw, Mich., 

uses a budget presentation method 
which H. P. Weber, adyertising 
manager, described as folloWs: 
* “We prepare a _ presentation 
breaking down (1) media to reach 
primary and secondary markets, 
(2) sales promotion, (3) point of 
sale material, (4) direct mail, (5) 
catalogs and pricing information 
Included also is a cost comparison 
of the present and proposed pro- 
gram and detailed reasons for revi- 
sions and additions.” 

Actually the job of “selling” the 
budget to management is never just 
a one-shot proposition Mr. Elfen- 
bein of Parker-Kalon observed 

‘Selling the budget to management 
is a continuous operation on my 
part. Starting toward the end of 
the second quarter I pass on to 
management memoranda calling 
their attention to factors currently 
taking place (space increases, 
graphic production cost rises, mar- 
keting new items, field reports, etc.) 
I also use every opportunity to im- 
press management for a_ bigger 
budget, particularly when casual 
conversations provide such an open- 
ing.” 

Although “selling” the budget is 
often a year-round process, there 
is usually a specific presentation 
made at some time or other to man- 
agement 

To whom do you present the 
budget is it discussed in a formal 
meeting or presented in writing 
only? More than 80°; of the in- 





PUTTING PAY YARDS IN FRONT OF PEOPLE! 


Eantn MOVING has come a long way — come so far, in 
fact, that the average person has no understanding of the box- 
car figures that enter into an excavation job of any size today. 


Putting pay yards in front of people for the LaPlant-Choate 
Manufacturing Company, Inc., became our job six years ago. 
‘The LaPlant-Choate Manufacturing Company makes Scrapers 
and Motor Scrapers (the best there are) and the story on scrapers 
is “yardage”, high yardage! It was our job to make the contractor 
realize that he could get more output at lower cost with an L.P.C. 


The years have shown a steady increase in business and 
LaPlant-Choate will tell you advertising played a large part 
in L.P.C. progress. 


All advertising agencies are not a// things to all advertis- 
ing. Our business is selling industrial products to industry 
through advertising. If you make a product sold to Industry, 
Russell T. Gray, Inc., can save time and money on your ad- 
vertising program. Investigate before you choose your agency. 
Hear the agency story from the agency and choose an organiza- 
tion that knows your markets and understands your problems. 
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RUSSELL T. GRAY, INC. 


205 West Wacker Drive, Chicago 6, Illinois 
Telephone CEntral 6-7750 
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dustrial advertising executives we 

icture of a questioned said a formal presenta- 
P tion of the proposed advertising 
budget was given before a top ex- 

ecutive group consisting of the pres- 

ident, executive vice-president, 

vice-president of sales, and often 

division or product sales managers 


Say It, Write It . . The great ma- 
| jority of industrial ad departments 
sales manager not only present their next year's 
plans in a formal meeting but also 
+++ who uses iron & Steel Engineer to establish his prepare complete written reports of 
company and products in the billion dollar steel mill those plans. For example, Yeo- 
market. His salesmen have the priceless advantage of mans Brothers often prepares a 
representing a "known" organization through his ad- written report of 100 pages ' “The 
vertising and even on “cold turkey" calls his salesmen ia aoe a ng nse said 
. . Ad Manager Porter, “includes sec- 
are well reesived. te pro-cell your share of this lwcrative tions on objectives; a review of ob- 
market, back your salesmen with a schedule in the busi- jectives and accomplishments of the 
past year; report of expenditures of 
past year The written presenta- 
tion is discussed with each individ- 
ual concerned prior to the general 
meeting 
“The company’s management per- 
sonnel have engineering  back- 
grounds and think like engineers 
For this reason we present as much 
material as possible in graph, chart 
and similar forms.~ Experience has 
proven the wisdom of making the 


Careful Sales Planning Includes 
HEINN Loose-Leaf Binders averaging 100 pages.” 


Most often the advertising man- 
ager will do his own budget “pre- 
senting.” Occasionally the agency 


written presentation rather bulky 


You recognize the 
names on these account executive will take an ac- 


binders — names that ~ tive part in the presentation such 
stand for fine products ; DEN as at Russell, Burdsall & Ward Bolt 
and successful sales %, : ~ , ww 

F ve. : | & Nut Co., Port Chester, N. Y. Ad 
effort These firms, and on 
clita ll ilies, Ba di — Manager Robert H. Burdsall said 
industries, use Heinn covers : that an “advertising advisory com- 
for loose-leaf systems of all kinds. Here's proof L mittee” composed of the president, 
that Heinn superiority is an actuality vice-president in charge of sales, 
not merely a claim. Your own plans should 

vice-president and treasurer, assist- 

include the Heinn line of cus- 
com-designed bind- ant sales manager and advertising 
ers for extra \ - " manager meets with the account ex- 
sales impact ecutive who makes the presentation 
for the kind of 


craftsmanship \ 
aan Rebuttal? Slim Chance . . The 


that means the 

lowest operation- method of presentation at Parker- 

al cost per Kalon differs from those of most 
t . rv 

wan per yess industrial advertisers The budg- 

Write for details. 

et is presented around the middle 


CATALOG COVERS e PRICE AND PARTS BOOKS of manner, it Ad Meg 
@ SALES AND INSTRUCTION MANUALS e@ Elfenbein, “directly to our general 

PROPOSAL COVERS 7 PLASTIC TAB INDEXES P 

manager in an informal meeting 


THE HEINN COMPANY It is then discussed at a board meet- 
322 WEST FLORIDA STREET me (without cur being present) 
~-« MILWAUKEE 4, WISCONSIN Results are likewise obtained in- 


formally with a slim chance for re- 
loose-leaf svstem OF CATALOGING 
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“TEN SUBSCRIPTIONS TO 
HOSPITAL MANAGEMENT SERVE 
A REAL PURPOSE IN KEEPING 


RAY E. BROWN 
Superintendent 


UNIVERSITY OF 
CHICAGO CLINICS 


Menagemen 200 EAST ILLINOIS STREET + CHICAGO 11, ILLINOIS 
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AVIATION AGE’S 
editorial material 
hits the target 


People in the aviation industry 


are “gunning” for understandable 
And that’s 
\VAGE 

The daily press, news magazine 

that AVAGI 
for authentic in- 
That's 


quoted 


technical information 
exactly what they get in 

and radio — know 
is the one source 
formation about aviation 


why it is the most widely 

aviation publication of the day 
Top people of aviation know this 

they 


issue of AVAGE with such care 


too— that’s why read each 





iation Age | 


a COmOvtt was 





Among aviation publications: 


trolled cr 


ONLY AvAge wes 0 controlled 6 
culatior method thet ¢@ 


industry wice 


ONLY AvAge revo | 


technical develop ° 


»verage 


dustry wide 


ONLY AvAge pulls 9 mor” sales 
producing inquiries 

” ‘ jze tor 
ONLY AvAge — : ° one 


+» that gives 





ma 
positior 


ONLY AvAge vives vo. 


vertisin 
for your ¢ 
round buy for y 


the best o 
g dollar 





205 East 42nd Street, N. Y.17, N. ¥. Cd GERD 


AVIATION’S TECHNICAL MAGAZINE 
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Unusual circumstances, 
taking place during the 
year sometimes permit an additional 
By the same token, 
the approved budget is also subject 
to a cut within the calendar year.” 


buttal 


however, 


appropriation 


In drawing up next year’s budget 


plans and in presenting them to 
management, the industrial adver- 
tising manager usually has an extra 
right hand or an additional brain to 
This not-so-silent part- 


advertising 


assist him 
ner is the company’s 
agency. What were some of the an- 


swers to the question: how much 
of the preparation of the budget is 
done by your advertising agency? 


The 


varies 


part played by the agency 
of course, from company to 
At the H. K. Porter Co., 
Pittsburgh, for example, John Mul- 


said 


company 


heren, advertising manager, 


that agency help varies from divi- 
sion to division. In some divisions, 
the ad agency gives little help. In 
other divisions, the agency effort is 
as much as 75% of the work going 
into budget design and presentation 
An extreme example is the Rus- 
sell, Burdsall & Ward Bolt & Nut Co 
preparation for the 
budget is done by the 
While not all of the prep- 
aration of the budget at DeWalt, 
Inc., Lancaster, Pa., is provided by 


where all the 
py »posed 


agency 


the agency, a large share of the 
effort is WwW 


tising manager, works closely with 


Ross Stevens, adver- 


the agency in building the proposed 
appropriation, which is based on a 
per cent of sales anticipation.” 
On the other side of the fence is 
the Lufkin Rule Co 
the preparation is handled by the 
agency. At John Wiley & Sons, and 
McGraw-Hill Publishing Co. the 


situation these 


where none of 


exists In 


same 


companies, peculiar and under- 
standable circumstances often gov- 
ern the situation 


One large midwestern materials 
handling company explained how it 
works with the agency on budgets 
“The agency works closely with the 
advertising and sales promotion de- 
partment each produces a rec- 
ymmended space schedule, and the 
together for dis- 


This 


results in a 


two are brought 


ussion and final decisions 


two-way arrangement 
meeting of the minds rather than a 
one-man program. On phases of ad- 


vertising and sales promotion other 


why transit men read 
MASS TRANSPORTATION 


SS 





ransit facts intrigue transit 
men. And each issue of MASS 
brings the latest developments, 
personals on transit personalities, 
dollars and cents facts on operat- 
ing experience, industry gossip. 
No wonder MASS readers are avid 
readers! 


Our average subscriber studies 
his copy 2 hours and 13 minutes. 
What a difference from the 7 
minutes spent on ordinary maga- 
zines that are merely “thumbed” 
through! 56% of MASS subscrib- 
ers take each MASS issue home .. . 
dig into it in several sittings! 

That's readership! And it blan- 
kets a big field—the MASS market 
includes 60,000 buses, 20,000 other 
vehicles, 300,000 employees, and a 
$250,000,000 annual outlay for 
maintenance and operating mate- 
rials alone! To tap this whopping 
market, use MASS, the magazine 
that’s thoroughly read, thorough- 
ly enjoyed! a-stte 


SEE SRDS CLASS. 21-OR 
WRITE FOR RATE CARD. 


TRANSPORTATION 


222 W. ADAMS $1. 
CHICAGO 6. ILLINOIS 


aes GAGE STE 





than space, the department works 
largely on its own, asking advice 
and counsel from the agency when 
it feels such action is necessary.” 

Providing media analysis, space 
cost breakdown, and assisting in 
writing and organizing the written 
presentation is usually the major 
part of an agency’s contribution to 
the setting up of budgets. Occa- 
sionally the research departments 
of agencies can give their clients 
valuable marketing information 
which will be essential in drawing 
up advertising plans And, too, 
agencies, with their experience in 
formal and graphic presentations, 
can be invaluable to an advertising 
department in its dramatization of 
the final “clincher” for next year’s 
advertising program 

Application of some of the sug- 
gestions and principles behind the 
methods employed in advertising 
budget preparation by many of the 
country’s leading industrials wil! 
often help you in your attack on 
ad budget problems. Our advertis- 
ing experts have explained thei: 
budget setting systems no magic 
formulas were used And you'll 
need no such formulas either. Pat- 
tern their ideas and techniques to 
your own attack. Your 1952 budget 
problems may not be problems at 
all 


Publicity, scholarly ads 


ntinued trom page 4 





Milky Way) for three famous ob- 
servatories last year, long and de- 
tailed stories appeared in major 
newspapers and magazines 

In keeping with the emphasis on 
technical developments in the “In- 
strument Digest” ads and “Instru- 
ment News,” the company offers 
customers and potential customers 
an array of technical manuals and 
literature on instruments. In addi- 
tion, the company 

1. Offers lecture material on in- 
frared spectroscopy 

2. Reproduced a spectra-structure 
correlation chart (a technical serv- 
ice to research men) 

3. Acts as a clearing honse for 
second-hand infrared spectrometers 
(including models made by the 
competition ) 

4. Invites special problems from 
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“Ihe TOOL 
ENGINEER 


In every industrial plant there 
are men whose specific job it is 
to sell their own companies on 
investing in your product. 


They not only initiate* pur- 
chases of new manufacturing 
equipment, processes and me- 
terials but also select* the type 
and make. 


{*)For statistical information 


on their influence write us 


for a copy of “Something 


happened 

Industry refers to these men as 
‘tool engineers’ although in 
their own companies they may 
carry such titles as President, 
Manufacturing Manager, Pro- 
duction Engineer, Master Me- 
chanic, etc. 


18,000 of them are members of 
the American Society of Tool 
Engineers. The magazine they 
are sure to read is their own 
publication. . . 


Gelool | 
Engimeer 


PUBLICATION OF THE AMERICAN 
SOCIETY OF TOOL ENGINEERS 
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the field. 

5. Conducts infrared analyses on 
sample materials as an indication 
of the value of the method 

One result of the over-all cam- 
paign has been increased sales of 
instrument accessories, which fig- 
ured frequently in the news stories 
in “Instrument News” and “Instru- 
ment Digest.” This has meant a prof- 
itable market expansion, achieved 
almost wholly through advertising 

The instrument field involves rel- 
atively high unit prices. A record- 
ing infrared spectrometer is priced 
at $6,575; a Tiselius electrophoresis 
apparatus, $1,540; and a flame pho- 
tometer, $695. Tracing sales of this 
expensive equipment to advertising, 
the company cites its office file rec- 
ord of several typical new custom- 


ers 


Case History File . . Ciba Pharma- 
ceutical Products, Summit, N. J., re- 
turned an ad coupon request to re- 
ceive copies of “Instrument News” 
and was mailed an initial copy on 
Sept. 25, 1950 
there 

Oct. 5 Ciba sent a letter of 
acknowledgement and appreciation 

Oct. 30 . . Ciba expressed interest 
in infrared equipment, requested 
more information beyond that in 
“Instrument News.” 

Nov. 7 . . Ciba acknowledged re- 
ceipt of literature 

Dec. 20 Ciba invited sales rep- 
resentative to call. Result: sale 
of a Model 21 Spectrophotometer, 
Perkin-Elmer’s most 
commercial instrument. 

The story of Glidden Co., Naval 
Stores Div., Jacksonville, Fla.: 

Dec. 8, 1949 . . After seeing an 
item in an “Instrument Digest” ad 
covering the new Model 21 Spectro- 
photometer, Glidden mailed a re- 
quest for literature and for future 
issues of “Instrument News.” 

March 17 Glidden mailed a 
purchase order for a Model 12-C 
Spectrometer. Glidden’s study of 
the literature had done the complete 
sales job 


The agenda from 


expensive 


A more 
demonstrating how 


complex case history, 
Perkin-Elmer 
uses its engineering services to pro- 
mote instrument sales, is the story 
of Hoffman-La Roche, Nutley, N. J., 
pharmaceutical house. After read- 
“Instrument 


ing two stories in 


wm et 
ENGINEER 


TOOL ENGINEER magazine is 
published by and for tool engi- 
neers — the men whose specific 
responsibility it is to initiate 
purchases of new equipment, 
processes and materials in their 
own companies. 


If you sell the tool engineer on 
your product he will sell it for 
you. TOOL ENGINEER maga- 
tine can do that job for you at 
amazingly low cost, when you 
consider it is THE magazine of 
18,000 key tool engineers in in- 
dustry. 


Do they read it? Over 80%, 
at their own request, receive 
the TOOL ENGINEER at home 
where they have more time to 
study the editorial and adver- 
tising pages for information on 
what to recommend to their 
companies. 


Give the tool engineer the in- 
formation he needs on YOUR 
product. Use HIS magazine. . . 


A.S.T.E. BUILDING 
10700 PURITAN AVE., DETROIT 21 











THE PERKIN ELMER 


INSTRUMENT NEWS 


FOR SCIENCE AND INDUSTRY 


— —— = | Largest Circulation and 
Sonar OF 4 Complete Editorial Coverage 


COMPUSTTION OF CELL STRECTI RES 





. 


Balanced to the trends 
of the Industry and 
to the job interests 


of its Readers. 


For the past 26 years, the 

editors of GAS have been 

emphasizing natural gas 

--—-- now the dominant factor in 

2 _ — - OO the industry. Both editorial and circulation 
ger ey Ty coverage have been expanded to keep pace 


INSTRUMENT DIGEST with this growth 


More than half of all editorial features in 

GAS during 1950 were devoted to operat- In 1950, over half of all 
ing information ...the how and why of . 

methods and techniques for better produc- GAS’ Editorial Features 
tion, transmission, distribution and utiliza- were devoted to 


tion of gas. Operating Information 


GAS has specifically developed its circula- onae a 
tion, the largest in the industry, to reach 
the men who have authority to recom- 
mend and the power to buy. 93% of this 
circulation is now verified as to readership 
—the most positive buying coverage ever 
offered manufacturers selling this industry. 








GAS tnd Pub Gas Ind Poe 


Advertising Editorial! Features 


A Jenkins Publication 1988 comonnson 


GAS carries more advertising 
and editorial pages per issue 
198 S. ALVARADO STREET than any other gas industry 


Gig tos Anceres 4, catir. publication. 








News” on applications of infrared 
in the drug field and on the Model 
21 Spectrophotometer, Hoffman-La <7 = - 
Roche phoned a request for a call Bed Down Your Advertising This Winter 
by a Perkin-Elmer salesman 

? ‘ Keep the $339,000,000 Bedding Equipment 

June 29 .. Hoffman acknowledged oo ge em ogee = Fong mags , 

» value > CF ‘ing which THE ENTIRE INDUSTRY'S ONLY BOOK W th 
the value of the call, during c gf en ee oe t= eS 1 ner 
arrangements were made to run Ii number of plants do 90% of this 

sge business — and they read BEDDING 
sample spectra of Hoffman material ccecdeenents Ge i ceemion 
P — P ‘ ~he = niy a small expenditure to Bed a budget 
and to enroll a Hoffman chemist in eR gy Fh hey. — 
4 


an already full class on infrared at only 3 Mc per subscriber! 12 time 
: rate) 





spectroscopy at Massachusetts Insti- 

tute of Technology. Are lee Reg 

July 12 Hoffmar. asked for ket for YOUR (or 

" " Annual Market Data your clients’) PROD 

rental terms on a Perkin-Elmer in- , UCT? Send for Market 
& Directory Number Data Report! 


strument until delivery of a new one 
July 31 Hoffman chemist re- 


Merchandise Mart, Chicago 54 














Advertising Managers 
Public Relations Executives 
Publishers 

Association Secretaries 
House Organ Editors. . . 


es! 
wvelopé 


aving 
today 


There's real savings in the new 
type mailing envelope developed 
by Equitable Paper Bag Co. 

MB SLASHES COSTS— new style 
construction on special high 
speed machinery. 

BB STURDY CONSTRUCTION — 
extra long flap to “lock” your 
publication in the envelope. 
Rugged, well pasted seams and 
bottoms and 100°% kraft. 

WB IMPROVES APPEARANCE — 


safe arrival and clean delivery. 


BB SAFETY EDGES—soft flap and 
lip edges eliminate cut fingers, 
speed insertion time. 








If you use 100,000 or more an- 
nually, it's worth money to 
investigate. For full data, send 
sizes and annual amounts today! 


EQUITABLE PAPER BAG CO., Inc. 


45-50 Van Dam Street, 
Long island City 1, N.Y. 
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turned from MIT “convinced that 
your double-beam machine was the 
instrument we should finally need 
here in Nutley Hoffman agreed 
to rental terms while awaiting de- 
livery on purchase of a Model 21 
Spectrophotometer 

That kind of industrial advertising 
and that kind of results won third 
place for Perkin-Elmer in the 1951 
Putman competition for the best 
documented results of industrial ad- 
vertising. Citations were received 
by Paul A. Wilks, advertising man- 
ager, and Melvin Elliott of the com- 
pany’s agency, Fred Wittner Adver- 
tising, New York 


From Washington 





In pushing Mr. Warren's bill 
through the House just before ad- 
journment, Rep. Porter Hardy (D., 
Va.) promised it would not permit 
GAO to disallow any portion of a 
contract. Sole purpose, he said, is 
to check up on contracting officers, 
to be certain they drive the best 


possible bargain for the taxpayers 


CMP Attrition . . Controlled Mate- 
rials Plan faces its acid test in the 
first three months of 1952, when de- 
fense demands for materials will be 
at about their peak. Less essential 
industrial users and consumer goods 
ndustries are being confined to slim 
is of steel, copper and alumi- 
num. So any breakdown in CMP, 
like those experienced during the 
second half of 1951, will result in 
many a company finding itself out 
of business 
Defense Production Chief Manly 
Fleischmann has put all his chips 
on CMP He has doled out CMP 
tickets adding up to 112° of the 
spective steel supply and 110% 
the prospective supply of copper 
and aluminum. He counts on “attri- 
tion” to bring the supply of tickets 
and material into balance 
Among industrial equipment pro- 
ducers, CMP standing was consid- 
ered in three general categories 
(1) equipment supporting military, 
atomic energy and strategic pro- 
grams, (2) equipment useful in 
other expansion programs and (3) 
equipment used essentially for the 


Washington 
Mission... 


Every business day The Wall 
Street Journal accomplishes an 
all-important mission in Wash- 
ington—that of informing the 
policy making and policy ex- 
ecuting executives of the day’s 
pertinent business and politi- 


cal news. 


The Journal has just com- 
pleted a survey of its readers 
in the important departments, 
bureaus and agencies in the de- 
cision making jobs in Wash- 
ington. To mention only a few: 
13 Senate Committee Chair- 
men...44 Senators...8 in the 
Office of Defense Mobilization 

.14 in the Office of the Secre- 
5 in the 
President's Cabinet. Write us 


tary of Defense... 


if you would like a copy of this 
listing of identified readers in 
the Nation’s Capitol. 


Washington people look to 
The Journal every day for the 
news of business on which to 
base their opinions and deci- 
sions. Your advertising in The 
Journal will get the same care- 
ful reading as does the edito- 
rial material. 


i you want to penetrate the policy 
making...policy executing Washington 
market, The Wall Street Journal 
should head your list, too. 


The Wall Street Journal 


published at: 


few York Chcago Oeitas San | remcce 
44 ost St 12 E Grand Ave = 91) Young St. 4/5 Bush St 





modernization of facilities, or for 
the expansion of production not tied 
directly to defense. For example, 
machine tools “which are needed 
right now” got preferred treatment 
Paper industry machinery and tex- 
tile machinery “in which volume 
production can be deferred,” got 
only the pickings 


More Paper Soon. . Paper should 
be readily available during 1952 
according to the printing and pub- 
lishing division of the National Pro- 
duction Authority 

Magazines and newspaper pub- 
lishers are being urged to adopt 
conservation measures, but officials 
believe there will be ample news- 
print and machine coated paper to 
meet industry needs without limita- 
tion orders 

Total paper production in 1951 is 
expected to be about 27,000,000 tons 
compared with 24,300,000 in 1950 
Recent surveys showed a 30-day 
backlog on hand and no indication 
that the situation will change dur- 
ing the next six months 


22X Aims to Cut Costs .. Trade 
experts who have studied “CPR 
22X,” first draft of proposed man- 
ufacturers’ price orders putting the 
Capehart price formula into opera- 
tion, warn it will not be any bed 
of roses as far as industry is con- 
cerned 

Under Capehart, OPS is required 
to fix prices reflecting all increases 
in costs per unit including unit 
cost of advertising since the out- 
break of fighting in Korea 

On the surface, this reads fine 

But OPS has an_ interesting 
theory 

It says that when the rate of pro- 
duction increases it has in many 
industrial “fields the overhead 
cost per unit decreases 

And 22X has been drawn to bring 
about exactly that result 





Mill & Factory . . 


wi 


Harvey C. Heagen . . | 


The initial audit of the circulation of HEATING & 
PLUMBING EQUIPMENT NEWS has just been com- 
pleted. Here are the figures: 


Contractors and Dealers 

Wholesalers and Distributors of Heating, 
Plumbing, Piping, Ventilating and Air 
Conditioning Equipment 5,706 
Engineering Departments of Manufac- 

turers of Equipment mentioned above 992 
Manufacturers’ Agents 898 
City Plumbing Inspectors 19 


Total 35,317 


HEATING & PLUMBING EQUIPMENT NEWS has 
brought an entirely new circulation concept to the heating 
und plumbing field. No longer is it necessary to use sep 
irate papers to reach every part of this large and profitable 
market. Now it is possible to use HPEN to reach every 

h at once Our new 8-page ‘Facts’ booklet, just is 
sued, shows just what coverage HPEN gives you in every 
branch of the market, broken down by types of equipment 
handled. You can reach these important buyers through 
HPEN each month at lower cost per thousand than any 
other magazine covering the heating and plumbing helds 
Send for sample copy Facts booklet, analysis of inquiry 
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An Industrial Press Publication 
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with a VLewmaster™ 


THE EASEL PORTFOLIO THAT DISPLAYS 
ONE SHEET AT A TIME 

As each sheet is viewed, it is flipped 

over the top. Specie! construction allows 

all sheets to lie perfectly flat without = Oe en 

expensive cloth hinging. Loose leaf 
Simply lift Viewmastur by the front covur 

and the automatic ease! sets it up firmly *Also 100s of other tems. 
Carried in stock in four sizes 


Sales Tools, Vue. 1226 WEST MADISON + CHICAGO 7, ILL. 
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MILK It t 


WHO READS MILK PLANT MONTHLY 
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t detailed A.B.< 


A.B.C. Audited Since 1929 


Milk Plant Monthly 


327 South LaSalle Street 
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Direct mail nets sales 





but that was the limit.) 

The requirements served to en- 
hance the value of the program in 
the eyes of the distributors. In ad- 
dition to that factor, another that 
may have drawn the distributors’ 
response was the manner in which 
the program was presented. The 
distributor received a kit including 
samples of the mail pieces, sample 
follow-up letters for use on the dis- 
tributor’s own stationery, complete 
instructions and suggestions for 
handling the local 
schedule showing timing of mailings 


campaign, a 


and a printed form written like a 
contract and listing the mail pieces 
for the distributor to check and the 
requirements he must fulfill 


How to Mail Locally . . A list of 
suggestions to the distributor in- 
luded 

1. Don't allow your mailings to 
arrive on the first of the month or 
yn a Monday or you won't get the 
best results. Such days are extra 
busy for the average business man 

2. Use a business reply card. On 
the cards emphasize that you will 
send additional information without 
charge Avoid indicating that a 
salesman will call personally 

3. Keep mailing lists up to date 
Add new names from salesmen’s call 
reports. Check returned letters and 
make list corrections and deletions 
immediately 

Requirements for the distributor 
included mailing each piece in the 
period designated by the company 
and forwarding all inquiries, or 
copies thereof, to Hough's advertis- 
ing department 

The purpose of the distributor 
mail program whereby the com- 
pany prepared the material and the 
distributor did the mailing and was 
required to show proof of mailing 

was to 

1. Avoid waste of literature by 
distributors 

2. Control the timing, so that in- 
dividual pieces were mailed in the 
right season, the right month, the 
right time of the month 

3. Provide an excellent record of 
distributor activity to help show 
which distributors were aggressive 








Any Old 

Story 
Won't 
Click ... 


The Provisioner can provide valu 
able help and assistance w any 
firm wishing to increase sales two 
the basic, essential meat industry 


This multi-billion dollar industry 
is a big customer for the hundreds 
of products bought by other in 


dustries 


The meat industry is highly spe 
cialized with operating condi- 
tions entirely different than those 


of any other 


Within the same plant, wide ex 
tremes of temperature from 
well below freezing to well over 
the boiling point of water 

severe moisture and humidity 

acidity these are some of the 
conditions common to every meat 


industry plant 


Obviously, meat industry men 
show decided preferences for sup- 
plies, equipment and machinery 
offered to them in terms of meat 
industry application and use 


Best proof of this is the fact that 
the successful meat industry sup 
pliers tell their stories in The Pro 


visioner regularly 


Sixty years of service to the in 
dustry we know best has amassed 
valuable information about the in- 
troduction, application and use of 
hundreds of products bought regu- 
larly bw the meat industry 


These valuable sales helps and in 
formation are available to firms 


see':ing more sales 


Ask The Psovisioner representative 

- or write Sales Promotion De- 
partment and we'll send you the 
information you need. 


THE MEAT INDUSTRY'S 
MAGAZINE 


15 West Huron Street, 
Chicago 10, Illinois 








and which needed education, prod- 
ding or the ax. 

The distributor mailing program 
was designed to solve a peculiar 
problem in the company’s market 
structure. Payloaders are built for 
excavation and transportation of 
bulk materials. Major markets are 
(1) the construction and earthmov- 
ing industries (contractors, local 
governments, mines and quarries) 
and (2) industrial plants and util- 
ities handling bulk materials in pro- 
duction and processing. The pecu- 
liarity in this picture was as follows 

Whereas most industrial products 
can be sold throughout an industry, 
the Payloader finds its major market 
only in those industrial plants that 
handle bulk materials. For example, 
an equipment manufacturer may use 
100 fork lift trucks and only one 
Payloader. But a manufacturer of 
chemicals may use 100 Payloaders 
and one fork lift truck 

This means a narrow, selective 
audience that direct mail is espe- 
cially designed to reach 

Although Hough carries on an ex- 
tensive business paper campaign, 
especial attention is given to the 
direct mail program. Within the 
program, considerable emphasis is 
put on the distributor. In addition 
to the get-tough policy for getting 
him into the act, the advertising de- 
partment pushes a strong education- 
al campaign to pre-sell him on the 
value of advertising 


Distributors’ Preview . . Spear- 
heading the campaign are the “Ad- 
vertising Preview,” monthly, two- 
page, stenciled news letter for dis- 
tributors, and “The Payloader,” 
monthly company newspaper with a 
center spread covering distributor 
news and features exclusively. 

“The Payloader” spread for dis- 
tributors is designed to tell them 
what other distributors are doing, 
where unusual sales were made, 
how they were landed, and what 
novel product applications were 
found 

Stories in one recent issue told 
how a Kansas City distributor sur- 
vived the flood, what variety of uses 
was found for the Payloader by a 
Massachusetts contractor on a $20,- 
000,000 highway construction project 
and how two distributors had dis- 
covered new product applications in 





MAKE YOUR ADVERTISING 
DOLLAR GO FAR WITH 
THESE TWO PUBLICATIONS. 
THEY REACH THE 

KEY MEN OF THE 

PAPER and PULP 
MANUFACTURING 
INDUSTRY — 

THE PAPER INDUSTRY 


published monthly has 
an editorial pattern un- 
approached by other 
magazines in this field. 
Feature Articles are truly 
feature articles, | written 
by authorities on chosen 
subjects pertaining to 
pulp and paper manu 
facture, mill operations, 
etc 


ALL ‘“‘Special’’ Editions 
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at the crucial time when orders are in the making. 
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TWO adic MEDIUMS 


Every PAPER INDUSTRY issue is just as “special” as the earnest endeavor of 
our editorial staff can make it. Neither do we issue “One-subject Feature Num- 
bers”, of interest to just one of the many reader groups, thus leaving a majority 
of subscribers without editorial matter of interest to them. EDITORIAL EXCEL- 
LENCE IS THE MAIN REASON FOR THE VOLUNTARY PAID CIRCULA- 


PAPER and PULP MILL CATALOGUE 


and Engineering Handbook, an annual, is the basic reference publication for 
Engineers, Superintendents, Mill Managers and Purchasing Agents in all operat 
ing Paper and Pulp Mills. It is always on the job with specific products data 
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TO THE BUYER OF LETTERHEADS 


If you will mail us a copy of your present letterhead, we will send 


you. 


1 A firm quotation on your next supply of letter- 


heads. 


2 A portfolio of samples from our ‘‘Library of 

* Famous Letterheads’’. 

3 ‘‘Before-and-After’’ examples of modern letter- 
* head design. 


There is no charge for this material and no obligation. 


PEERLESS LITHOGRAPHING COMPANY 
| 4315 Diversey Ave. Dept. 711 Chicago 39, Ill. 


November 1951 /19 





INDUSTRY- 
CONTROLLED... 


INDUSTRY- 
OPERATED... 


AMERICAN FOUNDRYMAN 
Enjoys. + * an unquestionable 


reputation for Editorial Integrity in all 
branches of the foundry field Aluminum 
and Magnesium, Brass and Bronze, Educa 
tional, Gray lron, Malleable, Pattern, Sand 
and Steel 
This reputation has been reflected steadily 
through a growing acceptance of AMERICAN 
FOUNDRYMAN as the technical authority on 
the latest information pertaining to the de 
velopment and manufacture of cast metals 
Management process control officials 
production groups in their search 
for new and improved methods of foundry 
operation, all consider ‘The Foundrymen's 
Own Magazine" a reliable source of de 
pendable information on new foundry 
developments and improvements 
The combined preferences of AMERICAN 
FOUNDRYMAN readers 
of the foundry field 


technical medium 
represent the pur 
chasing power of leading foundries 
That's why AMERICAN FOUNDRYMAN is read 
from cover to cover that's why a 
thought-provoking reader interest carries 
over to the advertisements and sales mes 
sages included in the pages of “The 
Foundrymen's Own Magazine 


AMERICAN 
© ; Aeon 


1¢0 /' 


a coal yard and on a dam construc- 
tion job 

An occasional light touch is of- 
fered such as a short item reporting 
a telephone call to a distributor from 
a prospective customer who said he 
was interested in a possible pur- 
Payloader. The 
replied that the name 
“Huff,” but he'd 


sell the man a Payloader no matte: 


chase of a “How” 
distributor 


was pronounced 


how he pronounced it 

The “Advertising Preview” gives 
the distributor advance announce- 
ments about special promotions, 
media ads to appear (including en- 
closed preprints) trade publicity 
catalogs and mail pieces about to be 
mailed by the company nationally 
direct to the 


ables distributor salesmen to gear 


customer This en- 


their sales talks to Hough advertis- 
ing. “Advertising Preview” copy, 
often using a case-history technique, 
frequently hammers at the distribu- 
tor’s need for advertising and the 
advertising department's need for 
data on advertising results as a 
means of selling the budget to man- 
agement and thereby getting 
more advertising to support the dis- 


tributor 


Expensive vs. Cheap . . In addi- 
tion to this program of informing 
and “selling” the distributor on ad- 
vertising and the packaged mail 
program at the distributor level, the 
company conducts its own mail 
campaign direct to customers na- 
tionally Objective is to achieve 
variety If one approach doesn't sell 
a buyer, another one will. The cam- 
paign includes many contrasts in 
types of pieces and in themes: ex- 
pensive versus cheap (one of the 
cheapest pieces outpulled all oth- 
rs), humorous versus serious, edu- 
cational versus merely curiosity- 
rousing 

Mail pieces include self mailer 
broadsides, combination mailer-cat- 
logs, sales letters, the company’s 
external publication and “job study” 
brochures or case histories of prod- 
uct applications. Every piece in- 
cludes a keyed business reply card 
A self-mailer on the use of the 
Payloader as a snow plow was 
mailed to 6,300 prospects, pulled 16 
inquiries which led to two traceable 
sales for a dollar volume of $11,000 


A broadside, slanted to both the 


Many 


BIG NAME 


COMPANIES 
Use 


CAPEX PREFAB 
Exhibits 


| A typical Copex Pre 
fab created to meet 
the Distributor's need 
for colorful, low-cost 
disploys 


These Economical 
Displays Reduce 
Convention Costs! 


Capex Prefabs are ideal for trade 
shows and dress-up sales meetings, 
too! Typical example is this com- 
pact eye-catcher for Socony- 
Vacuum. Designed for carrying 
in a car, this complete 8’ x 8’ ex- 
hibit can be set up anywhere in 
less than 30 minutes—cost less 
than $200. Save on convention 
costs, or make your present bud- 
get cover more shows, with Capex 


Write today for FREE port 
folio of sketches and pho 
togroohs of prefabs we've 
mode acluding those for 
many BIG companies! 


CAPEK COMPANY, INC. 

619 South Boulevard . Evanston nois 

1775 Broadway * New York C ty 19, 19 New | York. k 
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construction and industrial markets 
was mailed to 58,000 prospects, 
pulled 134 inquiries that resulted in 
traceable sales of 11 Payloaders for 
a $76,000 volume 

One issue of “Industrial Han- 
dling,” the external publication go- 
ing to 22,480 prospective customers, 
pulled 81 inquiries that were traced 
to 15 sales for a volume of $92,000 

When Miller Brewing Co., Mil- 
waukee, found a new use for Pay- 
loaders pushing and switching 
freight cars in the company railroad 
yards Hough printed a brochure, 
“Job Study No. 18 Brewery Pay- 
loader,” which went to breweries, 
industrial plants and railroads. Re- 
sult: sales of several Payloaders, ag- 
gregating $90,000, for car switching 

When an inquiry comes in from 
the national mail campaign, the sub- 
sequent correspondence is patterned 


after the following case-history 


Memo from Hough to distributor 
To Dunham-Pugh Co 

Here is another Hough prospect 
whom we have answered with the 
personal letter below More and 
more of these leads have been de- 
veloping into sales thus each 
should be followed without delay 

We request your assistance in fill- 
ing out the attached sales call re- 
ports as soon as possible and return- 
ing to us. These are vitally impor- 
tant and you will be doing us a 


real service R. P W 


Letter to inquirer 
Mr. F. M. Nimmerman 
Plant Superintendent 
Shreveport Fertilizer Works 
Shreveport, La 
Dear Mr. Nimmerman 

We acknowledge the receipt of 
your business reply card requesting 
information on Model HA “Payload- 
er” and our Payloader Job Study 
No. 13 

It is a pleasure to forward the en- 
closed literature for your conven- 
tence 

Friendly and courteous service is 
a Hough characteristic which we 
feel you will appreciate. It is our 
policy to make certain that your re- 
quest for information has been com- 
pletely answerei at a minimum of 
inconvenience to you. For that rea- 
son we have requested our repre- 
sentative to contact you personally 
or by telephone to this effect. Re- 


Returns increased © 
by the 
RIGHT Envelope _ 





Anything that brings a direct mail advertiser that 
kind of bonus is worth looking into, isn’t it? The 
answer — proved by tests on lists up to 250,000 — 
was a Self-Seal*return envelope. 

That is only one of the many opportunities for 
better business and better profits — from the use 
of the RIGHT envelope for the job — to be found 
in the U.S.E. “Handbook of Envelope Products 
and Purposes.” 

nANDBOOk It oan to use the RIGHT envelope. And now 
pave ort prooucs U.S.E. makes it easy to find just the right envelope 

ano PURPOSES for every job 

If you have already received your copy of the 
U.S.E. “Handbook of Envelope Products and Pur- 
poses,” you'll find a description of the envelope 
used in the above case on page 38. If you don’t 
have yours, ask your printer or paper or envelope 
This 9 ity oacins merchant to reserve a copy for you. 
size Handbook — con- 
eG cae UNITED STATES ENVELOPE CO. 
full of new profit op- USt 14 Divisions from Coast to Coast 
portunities for you. SPRINGFIELD 2, MASSACHUSETTS 





Se | 


GAS HEAT 


COVERS THE PROBLEMS 

OF MERCHANDISING 

SALES - INSTALLATION 
- SERVICE - 


ADVERTISE TO THIS RICH, RESPONSIVE MARKET | 


“MANUFACTURED GAS 

NATURAL GAS «+ L-P GAS 
fe Write for statistical data 
HEATING PUBLISHERS, INC. 
17 E. 37th St. NEW YORK 16, N. Y. 
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THEL 


NEWS OF 
METALS 


RELIABLE 


Att 


hl MORE METALS 
ADVERTISING 
THAN ANY 

OTHER MEDIUM 


ROUNDUP OF 
METALS $ 
AND DEMAND 


PPLY 


Purchasing and Management 
executives—who directly control 
or influence purchases of metols, 
equipment, and machinery—are 
regularly reading, 5 days each 
week, over 


12,000 


Paid Subscriber Copies 








Subscription Rate $20. a Year 
AMERICAN METAL MARKET 
hat 


How to sell 


Sluice gates 
..» or Starifiers 


Sell the public works engineers! 
In the whole varied range of construction 
and maintenance jobs on highways 
waterworks in garbage removal 
or street lighting, sewerage or airport 
work the fechnical man responsible 
for the job is responsible for the materi 
als and equipment bought, too. Thot's 
why you can sell more of anything used 
in the big municipal-county market, if 
you sell in PuBuiC WORKS Magazine 
on-the-job problems at the 
And it's the only 


nagazine edited especially for public 


It solves 


top engineering level 


works engineering officials 


tip 


0 fat 0 Stent « Mow York 17, M. ¥. 


* 
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member, his service is to place you 
under no obligation 
For assistance on your problems, 
please feel free to contact our dis- 
tributor, Dunham-Pugh, 3111 Louis- 
ville Ave., Monroe, La 
Sincerely yours, 
The Frank G. Hough Co 
Raymond P. Wiggers 
Advertising Manager 


Distributor’s prospect call report 
Name of prospect 

Shreveport Fertilizer Works 
Address 

Shreveport, La 

Prospect’s interest is in 

Job Study 13 and HA Payloader 
Remarks 

Secured order for HA Payloader 


Trade Paper Pay-Off . . Evidence 
that 
paying off, too, is an excerpt from a 
letter by S. S. Corbett, Jr., president, 
Nelson Equipment Co., Portland, 
Ore., distributor 

We just sold an HMD [Payload- 
er] to Carl Crews at Medford, Ore., 
and the reason we sold him is that 


business paper advertising is 


he walked in with an advertisement 
in his hands which he told us he had 
torn out of a certain construction 
business paper 

“We are doing a little promotion 
on our own, but I also want you to 
understand that the advertising you 
are doing is not only very much ap- 
preciated but productive.” 

The traced sales results of the di- 


for which the 


will 


rect mail program 
year’s expenditure was $17,731 
serve a good purpose for the com- 
pany’s advertising department. The 
results will be used, not only to con- 
vince management about next year's 
budget, but to convince distributors 
about the dollar benefits of partici- 
pating in direct mail programs to 
come 

The program and its results won 
first place in the materials handling 
division of the annual direct mail 
competition of the Direct Mail Ad- 
vertisers Association. Awards went 
to Ad Manager Wiggers and the 
company’s agency, Ervin R. Abram- 
son, Milwaukee 


been named as 


sger of the Towr 


| 





READ by MECHANICAL ENGINEERS 
THROUGHOUT INDUSTRY 


A publication (month- 
ly) with readership 
peretration to 

neers who have 
real mechanical respon 
sibilitie NOW it 
reaches management. de 
sign, production, power 
and oother§«6aengineering 
factors in industry. it 
offers real quality cir- 
culation, currently ap- 
proximately 33,000 Net 
Paid, and broad engi- 
neer contact which can- 
not be duplicated as a 
group by any other cir- 
culation Monthly 


THE COMPLETE BUYER'S GUIDE 
FOR MECHANICAL ENGINEERS 


The one reference book 
(annual) which insures 
that the essential data 
on your products be 
readily available in the 
hands of industry's most 
influential engineers. Ii 
15,000 o- 

in =management 
planning designing. spec 
ification and production 
work All are buyers 
© specifiers of the 


Annual equipmant industry uses 


Retes and informetion upon request 
Published by 
THE AMERICAN SOCIETY OF 
MECHANICAL ENGINEERS 
29 West 39th Street New York 18, N. Y. 
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business papers serving U. S. 
and Canadian industry — and 
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the viewer had to decide was wheth- 
er he first wanted to see a film on 
machining, forming, joining or fin- 
ishing of magnesium then push a 
lever. This started a projector of 
the behind-the-screen type, which 
whipped through a film in about 
three minutes. Then the 
could move to the next lever, and 
start the next film. All four levers 
and screens were in a row, and at 
about head height for easy viewing 
Dow's exhibit was by General Ex- 
hibits & Displays, Chicago 


viewer 


Television . . One of the best crowd 
stoppers of the show was a simple, 
unpretentious exhibit by Radio 
Corp. of America, Camden, N. J 
The exhibit itself, while good, was 
not extra expensive or super glam- 
orous. But the exhibit manager was 
smart in that he capitalized on the 
almost universal appeal of television 
He was selling industrial television 
equipment, so he had a camera, 
monitor, and a receiver hooked up 
and operating see picture 

RCA made the most of not only 
human curiosity, but also of human 
ego. Who could resist walking in 
front of the camera to see himself 
on the screen? RCA did miss one 
good bet, though. The exhibit failed 
to play up the surprisingly low price 
of industrial television equipment 
about $5,500, plus lens, tripods and 
receivers 


Trends .. As each year's crop of 
trade shows come and go, observers 
can see different trends developing 

this year a certain swing to min- 
iatures and models . . in the last two 
or three years the adoption of the 
department or dime store display 
techniques, with small items and 
products out where the prospect can 
get his hands on them and in the 
last four or five years a healthy 
swing to more motion in exhibits, 
with men or women demonstrating 
and operating equipment wherever 
possible 

The 33rd Metal Show continued 
to follow the “demonstrator” trend 
with a number of live exhibits with 
operators busily showing crowds 
how various jobs were done. Amer- 
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INVESTIGATE 


tHis New Force 
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APPLIANCE 

MERCHANDISING 


Before closing your budget 
be certain ‘to investigate this 
new force in modern appli- 


ance merchandising. 


What the Marts Revealed... . Color TV—When? 


Write today for complete information on this new pocket-size 


publication 


APPLIANCE DIGEST 


geared to today’s reading habits. 


450 W. FORT ST. 
DETROIT 26, MICH. 
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antees national coverage of 
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ment. 
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INSTRUMENTATION 


in industries, in laboratories, and in 
armament represents the second 
largest market for 

ELECTRONIC COMPONENTS. 


The most concentrated audience in 


RESEARCH, 
INDUSTRY, and 
DEFENSE 


which specifies, buys and installs 
devices for 


MEASUREMENT. 
INSPECTION, 
TESTING. and 
CONTROL 

reads 


INSTRUMENTS 


Retes and Data on request 


921 Ridge Ave., Pittsburgh 12, Pa. 











J atists! 


LEARN your ABCs 


with AL 


a, Tracing 
Car d SUCCESSORS TO TYPE BOOKS 


Compare compiete alphabets sizes 12 
to 72-pt., decide which face best suits 
any job, and accurately trace on lay- 
out. Get this set of 86 cards of 47 
most — ATF faces; showing 
shoulde alphabet lengths, pica 
counts ry 36-pt. New cards sent as 
made. Closely figure space, end costly 
elterations. Round corners help insert 
cards under tissue. Durable bristol 
10% x 7%". Sold in complete set only, 
enclosed in walnut-finish box, for $5 

stpaid, cash with order. Big help, 

ig bargain. Order today! 
AMERICAN TYPE FOUNDERS 
Type Merchandising Department 

208 Elmore Ave., Elizabeth 8, New Jersey 
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ican Silver Co., Flushing, N. Y., had 
one of the more interesting “demon- 
exhibits The company 
manufactures a line of “Braze-Clad” 


strator”™ 


metals ferrous or non-ferrous 
metal strips completely covered on 
one or both sides with a predeter- 
mined thickness of silver brazing 
alloy 

An expert operator and a profes- 
sional-sounding announcer demon- 
strated for the audience how easy 
it is to do complicated brazing jobs 
with “Braze-Clad.” A mirror sus- 
pended over the operator enabled 
those in the back row to get a close- 
up view of what was going on. Dis- 
play Center, Woodside, Long Island, 
N. Y., designed and built American 
Silver's exhibit 

Precision Metalsmiths, Cleveland, 
used women demonstrators to tell 
part of the story of precision invest- 
ment casting a process that, ac- 
cording to Foundry magazine, has 
industry “just 


placed the foundry 


inside the threshold of unlimited in- 


dustrial expansion The process 
calls for the use of a number of ex- 
pendable wax patterns so that many 
identical pieces, not just one piece, 
can be cast at the same time. It 
works like this: the expendable wax 
patterns are surrounded with a 
ceramic material the wax is then 
melted out, leaving the shapes of 
the patterns in the ceramic material 

next molten metal is poured in 
the ceramic material is then re- 
moved . . and there are your castings 
ready for the next step which is 
usually sand blasting 

Precision did not attempt to show 
the entire process, but was able to 
lure many visitors to its exhibit to 
watch hand-operated wax injection 
machines turning out the expend- 
given 


able patterns, which were 


away as souvenirs 
Stereo-realism .. Lindberg Engi- 
neering Co., Chicago manufacturer 
of heat treating and melting fur- 
naces, drew good crowds with a 
stereo-realist theater Audiences 
donned special polaroid eye glasses 
to see a 35-minute show consisting 
of 175 third dimension color stereo- 
realist slides. The show borrowed 
from the Burton Holmes technique 
to show points of interest in the 
United States and abroad The 
points of interest were usually in 


to the 
Pacific Northwest 
Construction Market 


Tue Pacific North- 
west is bursting with construction 
jobs created by steadily increasing 
industrial development and pop- 
ulation. 

Six days a week, the Daily 
Journal of Commerce furnishes 
vital information to construc- 
tion and business men through- 
out Oregon, Washington, and 
Idaho. The Daily Journal of 
Commerce is an all business 
newspaper — both news-wise 
and reader-wise, with more 
than eleven readers per copy. 

Consult your advertising 
agency or write for sample 
copy and rate card. 
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entire Forest Products Industry and is largely 
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edited for our highly integrated 
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Appointed Manager 


Joseph I. Harvey has been appointed east 
rn division manager of Jones & Brown, Inc 
Pittsburgh, manufacturers of wall tile He 
s one of 365,024 daily Wall Street Journal 
eaders from coast-to-coast To reach men 


vho are stepping up in business, advertise 


America’s Only National Business Daily 
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Workshop, Chicago, designed and 
built the Lindberg exhibit 

Syntron Co., Homer City, Pa., 
manufacturer of vibrator conveyors 
and feeders and related equipment, 
had a natural for an operating ex- 
hibit and they recognized it. A 
team of three conveyors and feeders 
quietly eased parts and materials up 
inclined planes . . and prospects into 
the Sytron exhibit 


Merry Oldsmobile . .The front end 
of a new Oldsmobile made it diffi- 
cult to forget New Jersey Zinc Co.'s 
exhibit. The New York company 
which, among other things, sells slab 
zine or zine alloys to die casters, is 
interested in promoting the use of 
zinc die cast parts wherever pos- 
sible 
The automotive industry is the 
largest single user of zinc die cast- 
ings, so New Jersey Zinc made its 
point by showing the many, many 
more than 75 zine die casts 
parts used on the grill, hood, and 
engine of a car 
General Electric's Carboloy ex- 
hibit gave the impression of a king 
size pin ball machine madly flashing 
But the flashing 
They effec- 


various messages 


lights on and off 
lights had a purpose 
tively pointed up 
and pictures covering Carboloy 
products 

Reynolds Metal Co., 
producer of aluminum and alumi- 
num products, added an extra touch 
of interest by building part of its 
exhibit of aluminum sheet 

S&S Machinery Co., Brooklyn 
distributor of foreign made machine 
tools, created a staccato effect by 
hanging dozens of small signs all 
over the many pieces of machinery 
shown in its exhibit. Each sign 
carried a short poster type message 


Louisville, 


such as prompt delivery . . anti-fric- 
tion bearings . . all-American stand- 
ards, etc 

S&S saved a good piece of money 
by leaving machines on skids, and 
covering the unsightly skids with 
black bunting cloth. The effect was 
okay and the idea probably re- 
duced the bill from the machinery 
movers by $200 or $300 


Customers Go By or Buy. . Al- 
though the great majority of ex- 
hibits were well done, there were 


as there are in any trade show, a 


MAGAZINE CLIPPINGS 
AID BUSINESS 


Clippings from the business 
farm publications and consumer 
magazines can supply valuable infor- 
mation in the operation of business. 
Used by business organizations and 
their advertising agencies for collect- 
ing editorial publicity, for maintain- 
ing competitive advertising files, for 
making research and market studies 
and for developing sales prospects. 
Booklet No. 50 Clippings Aid Business 
Booklet No. 60 Magazines Read by Bacon's 
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NATION-WIDE FIELD SERVICE 
USEFUL TO ADVERTISERS AND EDITORS 


Organization of 500 capable Photo-Reportes pro- 
vides effective way to obtain —, Le 
stories, testimonials and releases Fo 

formetion write or ‘phone SICKLES PHOTO- FE 
PORTING SERVICE, 38 Park Place, Newark 2, N. J 
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medium to reach over 13,000 sheet 
metal, ventilation and warm air 
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Proud of Your Product? 


a7 GIVE IT 
o> 


ts, THE MARK 
“\\\ OF QUALITY 


A METAL NAME PLATE 


They look better longer 


There's real sales-making value in a sparkling 
metal name plate produced by our skilled 
craftsmen. We gladly cooperate with sales and 
advertising executives in creating name plates 
which provide standout identification and spot- 
light the product. For detailed information and 


quotations, without obligation, write 
CHICAGO THRIFT-ETCHING CORPORATION 


1555 M. Sheffield Ave., Chicage 22, il!., Dept. 6 
Subsidiary of 


| 


Dodge Mtg. Corporation, Mishawaka, Indiana | 


few exhibitors who might as well 
have stayed at home the boys 
who came up with nothing but an 
unimaginative background plus a 
chair or and sat on their 
big, bountiful posterior areas and 
watched the customers go by 

When you display in today’s trade 
show, you're in big league competi- 
tion and have to do an alert job of 
exhibiting, or go back to the minors. 
There are a few exhibitors who have 
yet to see the light . . but fortunate- 
ly, the number is relatively small 
and decreases each year 


two 


Advertising and taxes 





for the sake of the deduction. You 
advertise because it is good for you 
and for your country. There is no 
better way to stimulate production 
than heavy promotion efforts insur- 
ing sales. 

There's another way to talk about 
tax deductions and ethics. The re- 
cently resigned Learned Hand 
(senior Circuit Court Judge in the 
New York area) said, “Nobody owes 
any public duty to pay more than 
the law demands: Taxes are en- 
forced exactions, not voluntary con- 
tributions. To demand more in the 
name of morals is mere cant.” 

I'd go further. Management must 
be aware of the tax consequences of 
its decisions. Management owes an 
affirmative duty to do its utmost, 
within the law, to minimize the tax 
burden on its companies. 

Management is the trustee of a 
business duty bound to all the 
factors that make for the economic 
health of the business . . the stock- 
holders, employes, customers. That’s 
a man-sized job, even if we had no 
problem about the ethics of adver- 
tising. But we do have it. 

And you've got to press for more 
and more advertising . . recognizing 
that it does have your government's 
full O.K. . . if you are trying to sell 
for today’s or tomorrow's produc- 
tion 
Rae's Blue Book Chicago, has 
Brown 
executive Corp., 
general manager in charge 


Mac 


appointed W former account 


Hearst Chicago to be 


of circulation 
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A unique, self-operated 
projector that throws the 
projected images over the 
speaker's shoulder permit 
ting him to face his audi 
ence at all times uses 
344 x 4 film slides or 
coated acetate for dramatic 
visual presentations 


For use in Schools, Churches, Offices, Clubs 
Homes, Hospitals, Training Centers 
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INSTRUMENTS 


penetrates horizontally in every in 
dustry and laboratory where a large 
use of 


INSTRUMENTS 
exists. 


INSTRUMENTS 


brings together a larger number of 
instrument buyers than can be ob- 
tained in any other single publica- 
tion. or economically in any group 
of publications. 


INSTRUMENTS 
is devoted exclusively to 


MEASUREMENT AND 
CONTROL. 


Manuliacturers of instruments can 
use the advertising pages of 


INSTRUMENTS 


with economy and profit. 
Rates and Data on request 


921 Ridge Ave., Pittsburgh 12, Po. 
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